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Proofs 


Is your mind a_ haunted 
house?”’ Chauncey Pollock asks in 
True Confessions. Probably just a 
polite way of saying, “Have you 
got rats in your garret?” 


, } F 


Gladys the beautiful reception- 
ist says she sees that U. S. Steel 
has announced some new and im- 
proved pickling processes, but as 
far as she’s concerned, she likes 
the old-fashioned ones best. 


7 


It’s too bad that the premoni- 
tions of Father regarding the cost 
of Father’s Day had to be so well 
supported by the close proximity 
of another income tax payment 
date. 

- F ® 


Have you met the fellow who 
starts a vague discussion of some- 
thing or other without getting any- 
where, and then carefully ex- 
plains, “I’m just talking out loud?” 


yy ime 


AA editors were agog when the 
New York Stock Exchange ap- 
pointed the St. Louis office of 
Gardner Advertising to handle its 
public relations advertising, prob- 
ably forgetting that Emil Schram 
is an old dirt farmer himself. 


, FF 


Now that those animated elec- 

trical signs are lighting up Broad- 
way again, the boys from the 
hinterland feel they are getting 
their money’s worth when they 
visit Times Square. 


7, ¥ FY 


After reading the publicity about 
the new Society of Industrial De- 
signers, you get the impression 
that election to membership is 
equivalent to ownership of a Phi 
Beta Kappa key. 


. ee 


Speaking of academic laurels, 
are there any other vice-presidents 
and general managers in the media 
feld who can match the attain- 
ments of Columbia’s Frank Stan- 
ton, M. A., Ph. D.? 


a 


It would have been too bad if 
some Maryland medium had failed 
to capitalize on the successful re- 
newal of the Preakness, and the 
Baltimore News - Post crashed 
through with the timely message, 
“First in the Sixth.” 
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Independent Grocers’ Alliance, 

the story says, is conducting a 

ning school for grocers, and 

will help them to find stores. No 

doubt it also has plans for helping 

them to find clerks and delivery 
-s F F 


‘he farmer has plenty of need 

al present for mechanical muscles, 

so Business Week properly 

‘ribes the farm implement in- 

try as “the smokestacks behind 
haystacks.” 
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hicago Motor Club statisticians | 


t that most people won’t be 
to satisfy their cravings for 
cars until 1951. Maybe there’s 
ance for the helicopter after 


, a 
/ {otel Jefferson, St. Louis, has so 
) y testimonials from pleased 


ts it is using them in an ad- 
tising campaign. Today’s trav- 
agree that man wants but 
here below, and _ usually 
it. 
Copy Cus. 


Sales Execs Ask 
Full-Scale Census 
of Distribution 


National Group 
Hits Grade Labels; 


Re-elects Jones 


Chicago, June 12.—The National 
Federation of Sales Executives to- 
day went on record as opposed to 
grade labeling and as favoring a 
full-scale government census of 
distribution without delay, more 
government aid in providing sales 
training to veterans and “the leg- 
alizing of national selling on a uni- 
form delivered price basis.” 

These points and others were 
contained in a resolution adopted 
by federation officers and directors 
at the organization’s 10th annual 
meeting and 3rd wartime confer- 
ence at the Edgewater Beach Ho- 
tel here yesterday and today. 

Asserting that the organization 
will not act as a pressure group or 
maintain a lobby in Washington, 
the resolution declared, for the 
benefit of “certain agencies, or- 
ganizations and leaders inside and 
outside of government,” that its 
wholehearted assistance is offered 
through consultative and commit- 
tee services on various issues. 


Labeling Opposed 


These include formulation of 
pricing controls at the policy level; 
“export selling which will mini- 
mize or eliminate favoritism and 
monopoly”; formulation of policies 
on “compensation of sales execu- 
tives and particularly of salesmen 
to the end that adequate human 
incentives will be provided to as- 
sure a postwar sales job commen- 
surate in scale with the colossal 
job done at the production end 
during the war”; formulation of 
policies as regards adequate al- 
lotments of tires, gasoline, etc., to 
salesmen; formulation of policies 
which will minimize black mar- 
kets,” etc. 

It stated that grade labeling leg- 
islation or regimentation would 
“interfere with or destroy free 
competition in price, in quality and 
in distinctive features of products 
and services—these being the fac- 


the progress in American living 
standards and for the maintenance 
of sales and employment which 
brand names have accomplished 
through readily identifying the in- 
dividual achievements of individ- 
ual companies.” 


Full Census Asked 


of a census of distribution, the res- 


(Continued on Page 61) 


Readers’ Reaction 


| features: 

| Ad-libbing 

| Chain Store Sales 

Editorials 

Farm Paper Linage 52 | 
Feature Page 29 
Getting Personal 32 
Information for Advertisers 12 
In Washington 24 | 
Magazine Linage 22 


Obituaries 

Photographic Review 
Postwar Planning 53 
Private Lines 46 
Rough Proofs | 
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This is the Jap 


5,000,000 was worrens 


YH 


TIE IN—Hiram Walker & Sons, Peoria, 
Ill., is the first national advertiser to 
adopt the War Advertising Council's 
“Beat Japan" theme. Advertisements of 
1,000 lines, such as this, will appear in 
newspapers of more than 100 cities 
throughout the country. (Story on 
Page 61.) 


Radio Costs More 
and Produces Less, 
Newspapers Claim 


|tors which account so greatly for 


Supporting the immediate taking | 


can be found in ‘Voice’ 
letters, Page 36. Other 


65 


New York, June 14.—Between 
1938 and 1940, leading national ad- 
vertisers who spent 65% or more 
of their combined daily news- 
paper-network radio expenditures 
in the dailies had a median sales 
increase more than four times as 
great as that of leading national 
advertisers who emphasized net- 
work radio. 

This is one of several conclu- 
sions of the American Association 
of Newspaper Representatives in 
a study, “Daily Newspapers and 
Chain Radio as National Media,” 
presented here last night by R. J. 
Gediman, Hearst Advertising Serv- 

(Continued on Page 64) 


Court Edict Bolsters FTC, 


Justice Moves on Prices 


Newsprint ‘Bonus,’ 


Swedish Pulp Deal 
Ease Paper Ills 


Increased Paper 
Supplies Believed 
Likely Soon 


Washington, June 15.—A defi- 
nite improvement in the paper 
situation for both newspapers and 
magazines was strongly indicated 
here this week. Major develop- 
ments include a probable 4.5% 
newsprint “bonus” for the third 
quarter, and apparent assurance 
that Swedish pulp, long the big 
question mark in the supply situa- 
tion, will soon be available for 
American mills. 

Relaxation of the newsprint con- 
sumption restrictions, the first 
since L-240 went into effect three 
and a half years ago, is expected 
July 1, it was learned today, fol- 
lowing announcement that news- 
print supplies available to pub- 
lishers will be increased by 38,500 
tons during the third quarter. 

The Swedish pulp, it also was 
learned, may be supplied at the 
rate of several hundred thousand 
tons a month. 

What this will mean in terms of 
revised regulations concerning end 
use of paper by publishers, print- 
ers and commercial users will of 
course depend upon the success 
with which the paper salvage 
drive is continued, since military 
requirements for paperboard and 
packaging materials are so large 
that any let-down in waste collec- 

(Continued on Page 63) 


gram. 


rauff & Ryan. 


Cincinnati, June 15.—Andrew 


research for several months. 


with a fishing and hunting series. 


New York, June 15. 


of research for CBS 


Last Minute News Flashes 


Aircraft Manufacturers Plan Joint Network Show 
New York, June 15.—The nation’s aircraft manufacturers probably 
will spend $1,000,000 a year, starting this fall, for a joint network pro- 
Agencies which have submitted shows are Dancer-Fitzgerald- 
Sample, Essig Company, Los Angeles; Grant Advertising, and Ruth- 
The committee in charge is composed of A. M. Rochlen, | 
Douglas Aircraft Company, chairman; J. W. Sweetser, Curtiss-Wright | 
Corporation, and William L. Wilson, Kellett Aircraft Corporation. 


Jergens Adds Agency for New Products 
Jergens 
Stockton, West, Burkhart, Inc., Cincinnati, to handle advertising for | 
new products not now in the Jergens line. The products have not been | 
olution said it “is poppycock to| revealed, but the new agency will concentrate on market analysis and | 


Company has appointed 


Young & Rubicam handles Fresh 


12| and Walker & Downing is the agency for Mail Pouch. 


**| Churchill, Peter Join Broadcast Measurement Bureau 
John K. Churchill and Paul Peter, directors 
and National 
join Broadcast Measurement Bureau this summer. Mr 
be general manager; Mr. Peter’s title has not been designated 


will 
Churchill will 


Association of Broadcasters, 


Chuckles Candy Account to Henri, Hurst 
Chicago, June 15—Fred W. Amend Company, maker of Chuckles 
and other candies, has placed its account with Henri, Hurst & McDon- 


ald effective Aug. 1. 


Amend, which plans considerable postwar ex- 


pansion, will use radio, magazines, newspapers and outdoor. 


| 
| 
| 
| 
| 
| 


Existing Jergens products will continue | prosecution, 
to be handled by Lennen & Mitchell, New York, without change. 


Mail Pouch, Pharma-Craft Sponsor Blue Shows | 

New York, June 15.—Pharma-Craft Corporation will enter network | 
radio next month for Fresh deodorant, sponsoring “‘Counter Spy” on 
the full American Broadcasting Company network. Mail Pouch Tobacco 
Company, Wheeling, W. Va., will replace this program after June 27 


Vigorous Blows at 
‘Discrimination’ 
Can Be Expected 


[Recent and current legislative 
and legal developments in the 
fields of patents, freight rates and 
basing point and zone pricing sys- 
tems may have an enormous im- 
pact on the marketing of all kinds 
of products. The Supreme Court 
decisions in the Corn Products 
and Staley cases, principally in- 
volving the basing point system, 
have caused much discussion in 
marketing circles, as indicated by 
the action of the National Federa- 
tion of Sales Executives, reported 
elsewhere in this issue, of asking 
for specific legislation “legalizing 
national selling on a uniform de- 
livered price basis.” 

In this authoritative review, the 
paths of action which the Depart- 
ment of Justice and the Federal 
Trade Commission will probably 
take, are carefully analyzed. | 


By STANLEY E. COHEN 


Washington, June 14.—Govern- 
ment anti-trust lawyers, strength- 
ened by clear-cut victories in Su- 
preme Court battles against basing 
point pricing systems used by the 
Corn Products Refining Company 
and A. E. Staley Mfg. Company, 
visualize vigorous legal battles in 
the coming months to wipe out 
pricing systems which allegedly 
discriminate among competitors. 

The renewed struggle against 
unfair trade practices is spurred 
by more than mere idealism, for 
it appears to be closely linked 
with the objectives of an influen- 
tial block of southern, western and 
midwestern Congressmen who have 
contended that the industrial de- 
velopment of their areas has been 
retarded by artificial pricing ar- 
rangements which enable eastern 
manufacturers to dominate na- 
tional markets without regard to 
shipping costs. 


Pricing Issue Settled 

These pricing set-ups, it is 
charged, involve such monopolistic 
practices as discriminatory freight 
rates, patent licensing agreements, 
and most important, base and zone 
pricing systems which wipe out 
any real competition between the 
members of an industry, and at 
the same time result in artificially 
high price levels. 

The freight 


rate and patent 
problems are 


now in process of 
discussion in the courts, in Con- 
gress and in the administrative 
agencies, but the pricing issue is 
well past the discussion stage, and 
is now scheduled for determined 


Two agencies are playing a role 
in the fight on pricing practices 
the Department of Justice and the 
FTC, with FTC wielding a power- 
ful weapon in the Robinson-Pat- 
man “anti-discrimination law.” 

sasing point and zone pricing 
systems have developed in a 
riety of industries, 
cement, glucose, 
and others, where 


Va- 
such as steel, 
malt, asbestos. 
freight is 


an 


} important factor in price. 


Fight Identical Prices 


For many years, government at- 


torneys have struggled prove 
that the basing points and zones 
involve something more than a 


method of computing sales 
for all parts of the country 

times successfully, but more often 
not, Justice and FTC lawyers have 
contended that they were actually 


prices 


Some- 
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an instrument to enable members 
of an industry to arrive at identi- 
cal prices, regardless of the point 
from which the merchandise was 
shipped. 

The significance of the Staley 
and Corn Products cases, accord- 
ing to FTC people who have faced 
the problem for years, is that the 
government has finally won a 
clear-cut declaration that artificial 
methods used to establish identi- 
cal prices for competitors may be 
considered a violation of the Rob- 
inson-Patman anti-price discrimi- 
nation act. 


A Successful Flank Attack 


That’s a decision which govern- 
ment attorneys welcome, for it 
beats a doctrine adopted by the 
Supreme Court many years ago 
that identical prices may merely 
be evidence of “perfect competi- 
tion” at the market price level. 

It beats it, according to Walter 
B. Wooden, FTC assistant chief 
counsel, by a “flank attack’? which 
attacks the mechanism for reach- 
ing the identical price, rather than 
by an attack on the identical price 
as such. 

In the Staley and Corn Products 


cases, price schedules were “Chi- 
cago plus freight,” although Staley 
operated from Decatur, Ill., using 
the Chicago base, and Corn Prod- 
ucts from both Chicago and Kansas 
City, using the Chicago base. The 
government demonstrated that 
meant a Kansas City customer of 
Corn Products receiving delivery 
from the Kansas City plant paid 
“phantom freight” from Chicago, 
although merchandise might only 
be moving across the street. 


Fights Lead Industry 


Refuting the argument that the 
Chicago basing point had been 
adopted to enable Staley to meet 
an equally low price of a com- 
petitor, Mr. Wooden told the court, 
“If there was only the fact that 
the petitioners and their competi- 
tors all calculated their delivered 
prices on a fiction that all are 
shipping from Chicago, that fact 
alone should make anyone hesi- 
tate to conclude affirmatively that 
such arbitrary calculated prices 
are in good faith to meet an 
equally low price of a competitor.” 

An idea of where FTC is head- 
ing may be deduced from the fight 


the commission is now waging 


against the manufacturers of 90% 
of the nation’s white lead, who 
are charged with operating a price 
system which, among other things, 
has resulted in “undue concentra- 
tion of white lead and white lead 
paint manufacturing industries in 
territories outside of and east of 
the midwestern, Rocky Mountain 
and far western states which pro- 
duce the raw materials.” 


Claims Artificial Prices 


According to the commission, 
the firms, working in conjunction 
with the lead industries associa- 
tions, have established “zone de- 
livered pricing methods and prac- 
tices” and published price cards 
which enable each firm to adjust 
its prices in every zone so that 
customers receive identical offers 
from all members of the industry. 

As a result of these matched 
bids, it is claimed, purchasers in 
Denver, for instance, pay freight 
for shipping white lead from the 
producing center to New York and 
back, ‘‘although such lead is never 
actually transported to New York 
City.” This freight may make up 
25% of all that is paid for white 
lead used in paint applied to 


Clorox distributes through 


Abbott, Hall & Co., of Boston; places 


space through Erwin, Wasey & Co., 


Inc.; and influences the entire Hart- 
ford market through The Courant. 
Influencing the whole area has been 
The Courant’s forte for over 180 


4 
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centage of their advertising placed in 
The Courant. 


Nationally Represented by 


Gilman, Nicoll & Ruthman 


years. During the past four years, ; 


local retailers have doubled the per- 
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A CONNECTICUT INSTITUTION SINCE 1764 


|homes and barns, FTC estimates. 

Carried to the extreme, the fight 
against “discriminatory” pricing 
systems could involve a challenge 
to fixed nationwide prices, even 
for such products as cereals, chew- 
|ing gums and the like. Most offi- 
cials concede, however, that where 
freight is a small item, the gov- 
ernment would be hard put to 
demonstrate “discrimination” from 
a fixed price. 


Delivered Prices an Issue 


The sanctity of fixed prices is 
supported by no less an authority 
than Congressman Wright Patman, 
for the co-author of the Robinson- 
Patman Act is already on record 
with a statement that the Staley 
and Corn Products decisions do 
not cover all delivered price plans. 

In addition, there is the col- 
lateral evidence that Congress 
could hardly have considered fixed 
prices discriminatory, or it would 
never have enacted the Miller- 
Tydings amendment, legalizing 
fair trade laws which permit man- 
ufacturers to control brand prices 
wherever state laws permit. 

In determining when to attack 
a pricing system, the government 
must follow the mandate of the 
Robinson-Patman Act which per- 
mits allowance for “differences in 
cost of manufacture, sale or de- 
livery resulting from _ differing 
methods or quantities delivered,” 
but it forbids a price that results 
in “substantial injury, destruction, 
or prevention of competition be- 
tween customers.” Unless freight 
is an important item of cost, as it 
is in heavy goods industries, it is 
hard to demonstrate the ‘“oppres- 
sive” nature of the price. 


Single Basing Point Out? 


The government is confident that 
the Staley and Corn Products de- 
cisions outlaw use of the single 
basing point with its accompany- 
ing phantom freight and freight 
absorption. As things stand, it is 
believed that it will be difficult 
for any firm to justify a basing 
point anywhere other than the 
point of production, although the 
court in the two decisions re- 
frained from passing on multiple 
point basing systems. 

In the lead case, FTC is out to 
establish that the zone pricing sys- 
tem, even when based from the 
actual point of delivery, may re- 
sult in serious discrimination be- 
cause it “disregards differences in 
cost from its plant to the thou- 
sands of destinations within said 
zone.” 

Noting that lead manufacturers 
were adding arbitrary markups 
for each zone to a par price, the 
commission contends that there 
is discrimination within each zone 
since “the customer across the 
street is quoted the same figure 
as a delivered cost as the cus- 
tomer located hundreds of miles 
away.” 


Circumstances to Govern 


The inevitable conclusion from 
this line of reasoning, according to 
some of the men working on the 
problem, may be that a company 
may adopt a national fixed price 
which will stand if it has been 
adopted for convenience, and is not 
unfair or an instrument of con- 
spiracy. A basing point will be 
unassailable if the price is par at 
| the point of production plus actual 
|freight; zone prices and “phan- 
tom” basing points will be under 
fire. 

The result, they pointed out, 
would be to put each firm on its 
merits, and require them to com- 
pete assisted only by the geo- 
graphical and technical superiority 
they possess, and the energy of 
their management and sales force. 


| Joins Blue Sales 


Howard St. John, former man- 
|ager of merchandising for WJZ, 
|New York outlet of the American 
| Broadcasting Company, has joined 
|the network’s sales department to 
handle program sales promotion 
and development. 


Munising to D-F-S 

| Munising Paper Company, Chi- 
cago, and Munising, Mich., has ap- 
pointed Dancer-Fitzgerald-Sample, 
Chicago, to handle its advertising. 
A program of development and 
|marketing of new consumer prod- 
lucts will be launched. 
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Moskovics Named 
CBS Commercica! 
Television Head 


New York, June 14.—Colun big 
Broadcasting System, placing it 
television activities on a cOmmer. 
cial basis next 
month, has ap- 
pointed George 
Moskovics com- 
mercial mana- 
ger of television 
operations. 

Formerly 
sales manager 
of the Columbia 
Pacific Network 
at Los Angeles, 
Mr. Moskovics 
more recently 
has been assist- 
ant sales manager of CBS Radic 
Sales in New York. Herbert A 
Carlborg, a special account execu- 
tive in Radio Sales since 1942, re. 
places him in the latter post. 

The network will make avail- 
able its television facilities and 
personnel to network clients on 
July 16 for testing, development 
and broadcasting of commercial 
video programs, as revealed in a 
booklet “Invitation to Experi- 
mental Commercial Tetevision.” 
No charge will be made for time on 
the air, but major studio use wil] 
cost $150 per hour. Pre-testing of 
commercial techniques will be 
conducted by the CBS Television 
Audience Research Institute. 

“The appointment of Mr. Mos- 
kovics as commercial manager, 
together with the return on July | 
of Lawrence W. Loman as vice- 
president in charge of television, 
and the creation of the CBS Tele- 
vision Audience Research Insti- 
tute,” said Joseph H. Ream, CBS 
vice-president, “underline the in- 
creasing importance of television 
in CBS operations. 

“In addition to these prepara- 
tions for the time of experimental 
commercial television, Columbia is 
expanding its development of high- 
definition television in full color.” 


Leo Baron Leaves TWA 
to Join John Cairns 


Leo Baron, for the past five 
years director of the news bureau 
of Transcontinental & Western Air, 
Inc., Kansas City, Mo., on July 1 
will join John A. Cairns & Co, 
New York, as account executive 
and a member of the plans boars. 

Previously with United Press 
and with more than ten years’ edi- 
torial experience on newspapers, 
Mr. Barren will serve as account 
consultant on Newsweek, Good 
Housekeeping, Pictorial Review 
and Guardian Life Insurance 
Company of America. 


George Moskovic; 


Deupree to Pettinger 


Herman G. Deupree, who has 
operated his own publicity agency 
in Chicago for the past five years, 
has joined the staff of Charles J 
Pettinger Company, Indianapolis. 
advertising counsel, to head a new 
department of public relation 


WANTED— 


Samples of Your 
WAR-THEME 
PRINTING 


Please send us — at once — specime”’ of 
all printed matter that you have proc »< 
which promotes any of the official wo" 
th campaigns conducted by the © |. 
The War Advertising Council, o: the 
Graphic Arts Victory Committee. 

Kindly attach the name and addre of 
the advertiser, the printer, and the '™ 
dividual chiefly responsible for the « °™ 
tion and execution of each piece. 

The purpose is to promote the of ° 
war-themes and to gain national rec« 9"" 
tion for those showing highest ski 
this essential work. 


Send all entries to: 


The “WAR-THEME AWARDS” 


345 Madison Avenue, New York 17, Y 
Sponsored by The Martin Cantine ©. 
Saugerties, N. Y. : 

Specialists in Coated Papers since |/% 
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| ©... the institutional market stands in | 
sion.” & F 
mec | dollar yolume alongside of such pre- 
|} -war giants as the automobile industry, 
_ | — the textile industry, the steel industry 
Mos- i * * - « * 
ae and the residential building industry. “ 
uly | 
vice- PR ar en Rg. se Pe ee ee og aim age ed es ie ° ieee eS 
rision, : 
Tele- 
Insti- 
CBS | 
= Bo N his capacity as space buyer of G. M. a ) 
~ [BBasford Company, New York and Cleveland advertising ‘Si = 
ied agency, W. H. Schink is a specialist in markets. Here ie 
highs is what he has to say in a review of the market offered ee onan: 
olor." @ by institutions. 
TA Manufacturers with products for the institutional field W. H. Schink of G. M. Basford Company discusses the expanding opportunities and possibilities 
avell 2 well as their advertising agencies will be interested of the Institutional Market. 
; ve 
ureaug in the results of a new study just recently completed by 
uly | INSTITUTIONS Magazine to determine to what extent it "Last year it was determined that 92°, of the nation's The foregoing analysis emphasizes the tremendous 
Soe: is necessary to readjust expansion programs. institutions planned some kind of major purchases as market possibilities offered by the institutional field to 
7 "The figures of last year show that owners and oper soon as materials could be obtained. This year the re- manufacturers of mass feeding and mass housing equip- 
ress a 
gery . ° ° . . . . : 
Bases ators of hotels, hospitals, colleges, restaurants and other pais? — - poy by - Pig - ‘gw ment and supplies 
yen types of institutions planned at that time to spend more pe ee eae ee a oe a 
100 ° H . ° = 
eview fi than 8.5 billion dollars over a period of three to five eal vid /o — rei a /o nage opin 
Pa years for new construction, refurnishing, re-equipping sehntroe iy ve ae bie — ii INSTITUTIONS Magazine is the only publication through 
and remodeling. This year's re-survey shows that the etgge gy os rie ba is a , ia Ai which you can reach all related divisions of the Insti- 
tel development of additional new plans, the continued : /e : a or te rere ies wel Day bi wl ee sag tutional field. If your present or contemplated prod- 
gency § obsolescence of existing facilities and the inability to ey rere ee ee ae eee ree eee ucts have an application to this field, your advertising 
real%s, ® e . . 
joc J.pmeke repairs and improvements under war-time condi- "The figures developed by last year's survey and con- message in the columns of INSTITUTIONS Magazine 
—n tions have boosted the total market figure to over 10 firmed ‘by this year's re-survey establishes that the will gain for them the kind of acceptance they must 
n billion dollars. It shows that pyramided demands not institutional market stands in dollar volume alongside have to share in the huge Institutional Market. For de- 
- only will be translated into purchases as soon as products of such pre-war giants as the automobile industry, the tails, write to INSTITUTIONS Magazine, 1900 Prairie 
—— ere available, many of these so-called postwar projects textile industry, the steel industry and the residential Avenue, Chicago 16, Illinois, or consult your advertising 
' already are under way. building industry." agency. 
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..Your BIG Market of BIG Consumers 


Each month INSTITUTIONS Magazine reaches the following big consumers 
which make up the Institutional Market: 


esd an Paiat Sconce | 40 Cost $600,000 | Bulleiny feces | OMe || © HOTELS @ INDUSTRIAL CAFETERIAS 
; an = aS ~ ke oh | @ HOSPITALS @ COLLEGES 
» — @ SCHOOLS @ RAILWAY SYSTEMS 
or the Nast se0teh @ RESTAURANTS @ STEAMSHIP LINES 

4 sheet te @ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 
a : . | Dieter are @ YMCA's and YWCA's @ OTHER INSTITUTIONS 
» cree i hehe ed ‘ = 4 and .. . for the duration of the war—in addition to its regular circulation 

ee] ig = M A = A y A I N Ee ee Se ; = = ; | INSTITUTIONS Magazine is being sent to buyers and Prd coge! nec 

of, cial = et tackle 900 Praiie Avenue, Coieage 16, U.S A ee one ing and mass-housing products for those directly engaged in the war effort. 
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NPA fo Continue 
Work for Paper 
and Pulpwood 


Publishers Vote More 
Funds for 'Vitally 
Important’ Efforts 


New Rochelle, N. Y., June 12.— 
National Publishers Association, 
meeting here today, voted further 
assessments to continue pulpwood 
cutting and waste paper salvage 
and conservation efforts through 
its Periodical Publishers National 
Committee, which Walter D. Ful- 
ler, Curtis Publishing Company, 
PPNC chairman, emphasized 
would continue to be “vitally im- 
portant.” 

From December, 1943, through 
March 1, 1945, the PPNC reported 
that it has spent $243,600 for these 
purposes. 


William B. Warner, McCall Cor- 
poration, president of NPA, point- 
ed out that “in doing this we have 
made possible the continued sup- 
ply of printing paper at the levels 
now permitted. More important, 
however, our programs have main- 
tained the supply of essential 
packaging materials” for military 
and civilian supplies. Among other 
things, Mr. Warner said, this work 
“has created in the minds of the 
officials charged with the responsi- 
bility of supplying war material 
a very favorable opinion of maga- 
zine publishers and what they can 
accomplish through coordinated 
efforts.” 

The meeting, which was largely 
off-the-record, covered also the 
threatened increase in second class 
mail rates, the work of magazines 
and business papers for govern- 
ment war theme campaigns, and 
expansion of the Magazine Adver- 
tising Bureau. 


Cancell Cites Gains 


Benton R. Cancell, director of 
the WPB forest products bureau, 
wrote to Mr. Fuller, that, largely 
as a result of PPNC efforts, do- 
mestic receipts of pulpwood inthe 


Northeast have gained 37% from 


a year ago; pulpwood receipts in 
the South in April rose 11.6% 
from April, 1944, and “paper sal- 
vage receipts show March the 
largest month on record.” 

Arch Crawford, managing direc- 
tor of PPNC, described the recent 
expansion of its pulpwood efforts 
to the Appalachian and Great 
Lakes areas. He stressed, how- 
ever, that “looking ahead for the 
next few months, it will be for- 
tunate if domestic production can 
be held at approximately 1944 
levels. . . The effects of V-E Day 
on the wishful thinking of many 
people are now being observed in 
slackened production efforts in 
pulpwood, pulp and paper indus- 
tries, in some areas.” 

Against monthly quotas of about 
667,000 tons, waste paper collec- 
tions were 537,000 tons in January, 
515,000 in February, 640,000 in 
March, 618,000 in April, and have 
been estimated at 610,000 for May 
and 570,000 for June. 


Asks More Field Work 


To avert a summer slump in 
waste paper collections, Mr. Craw- 
ford said that “it is essential that 
a steady flow of approximately 
600,000 tons per month be main- 


tained. This means that plans for 
renewing and intensifying the field 
work of periodical advertising and 
circulation men should be made 
now.” ; 

He urged publishers to supply 
more men “who can be depended 
on to accept responsibility. . . Spe- 
cial commendation is due to the 
relatively small number of peri- 
odical advertising and circulation 
men who worked hard to make the 
splendid March and April records 
possible.” 

Mr. Crawford cited the work 
under William B. Carr of Time on 
paper salvage, under Arnold Fried- 
man, Chain Store Age, on paper 
conservation, and under Irving W. 
Ingalls, American Agriculturist, 
chairman of the Farm Press Forest 
Products Committee, on pulpwood. 


Wills Named to FCC 


Former Governor H. Wills of 
Vermont was nominated last week 
to fill the Republican vacancy on 
the FCC created by the expiration 
of the term of Commissioner Nor- 
man S. Case. Commissioner Case, 
a personal friend of the late Presi- 
dent Roosevelt, did not have the 
G. O. P. reappointment support. 


250 


| 246 
225/ The Index of Engineering 
Export Advertising 
200 q From the records of 
175 9 based on 194! as 100. 
150 
125 121 
100 100 
84 
75 
90 * 47 = 
9 
25> 
0 wo © 
Temas anaeeesees 
Tceeseaauataeease 


Look at that curve! 


That curve represents advertising space in INGE- 
NIERIA INTERNACIONAL INDUSTRIA 
and INGENIERIA INTERNACIONAL 
CONSTRUCCION for the past 11 years. 


Using 1941 as a base of 100 it shows a 146% in- 
crease in advertising in these magazines, this year 


over 1941. 


What does it all mean? 


It means that more and more manufacturers, large 
and small, old and new in exporting are advertising 
in these B.P.I.C. Specialized Kxport Publications 
because they know their messages are “On Target” 
in these paid subscription specialized publications. 


Right now 303 manufacturers are advertising 
in INGENIERIA INTERNACIONAL IN- 
DUSTRIA to secure direct, economical coverage 
of Latin American Industry. 


And 176 manufacturers are advertising in INGE- 
NIERIA INTERNACIONAL CONSTRUC- 


CION to maintain their most effective and econom- 


ical contacts 
Construction field. 


throughout the 


Latin American 


‘e. 


Backing up their sales messages, our Trade Coun- 
sellors Staff is helping these manufactures line up 
Latin American sales distribution, ete. 


We would like to coopel 


‘ate with you. 


Business PusrisHers INTERNATIONAL CoRPORATION 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


Advertising Age, June 18, 1945 


Donnelley Strike 
Spreads; ‘Life’ 
Is Hardest Hit 


Chicago, June 14.—The strike \y 
pressmen and other. unioniz:q 
workers at the Lakeside Press 
plant of R. R. Donnelley & Sons 
Ccmpany last week cut down te 
printing of Life to 2,800,000 copies, 
Life regularly runs to 4,100,000 
copies. This week the printing 
will run to about 3,700,000. 

The strike was called by press- 
men June 3 over the company’s 
alleged refusal to submit the issue 
of a closed shop to arbitration 
(AA, June 11). Other’ unions 
joined the strike, and the Inter- 
national Photo-Engravers Union 
of North America is reported try- 
ing to engineer a boycott on maga- 
zines printed by Donnelley. 


Strike Spreads East 


Donnelley prints part of the runs 
of Life and Time, part of Reader's 
Digest, and all of Farm Journal 
& Farmer’s Wife and Pathfinder, 
The strike has spread to stop pro- 
duction by Cuneo Eastern Pres; 
of some copies of Life in Phila- 
delphia, as well as sections of the 
magazine printed here by Cuneo 
Press. 

Farm Journal, a monthly, and 
the weekly Pathfinder, both due 
in the hands of subscribers the end 
of this week, will be late about 
half a day, but all copies will be 
printed, their officials say. The 
full 1,000,000-plus run of Time 
may be printed this week, but it 
appears more likely that news- 
stand copies will be out late, if 
at all. 


Time May Explain it 


Officials of Time, Inc., in New 
York said today they may explain 
the matter to readers in next 
week’s issues of Life and Time. 

The union officials are attending 
a hearing in Washington today 
called by the War Labor Board, 
which assumed jurisdiction over 
the strike on its own motion Fri- 
day. The board has demanded 
that the strikers show cause why 
the strike should not be ended at 
once. Union officials oppose the 
board’s entry into the dispute. 

Union officials here assert that 
half of Donnelley operations here 
are shut down, as against Don- 
nelley admissions that something 
less than 25% of operations are 
down. Union spokesmen say that 
maritime workers have cut off de- 
liveries of paper from lake ships; 
company spokesmen say they are 
getting all the paper they need. 


K. C. Ad and Sales 
Club Reelects Crump 


Murrel Crump, advertising man- 
ager, Sinclair Coal Company and 
affiliated companies, has been re- 
elected to his fourth term as presi- 
dent of the Advertising and Sales 
Executives Club of Kansas City, 
Mo. 


| 
| 
| 


Others elected include: Ist vice- 
president, W. J. Krebs, Potts- 
Turnbull Advertising Company: 


2nd vice-president, A. J. Stephens, 
A. J. Stephens Company; 3rd \ 
president, Kathryn Knappenber::¢! 
City National Bank; secretary, G 
E. Smith, Morantz Coal & L 
ber Company, and treasurer, ( 

H. Taylor, Kansas City Sout! 
Lines. 

New directors to serve three- 
year terms are R. H. Montgo! 
|Goodlander Mills Company; J 
| Woodbury, R. J. Potts-Calkin 
| Holden, and R. C. McCre 
| George B. Peck, Inc. 
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THE BAKING INDUSTRY MAGAZI 


L dakers Helpers 


| FACT NO. 23 — 


Every-two-week frequency 
of publication of BAKERS’ 
HELPER is ideal for com- 
plete reading by busy 
bakers. Insures long life 
of each issue, including 
your advertising. Make 
use of this fact. 


EAKERS HELPER vues cd 
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OMMON 


IT MAKES NEW MILLIONS RESPOND 


« 
es 


LINCOLN’S greatness was his ‘‘common touch”—and the millions made 
him their own. 


TRUE STORY’S hold on new millions stemmed from its ‘‘common touch” 
and the first magazine route of influence to Wage Earner America was 
opened. 


What the common man thinks...and buys... will pretty much decide the 
winners in the race for brand volume and leadership in the future, as it always 
nas in the past. 


What are the things that move the common man; what makes him say yes or 
10... act or be still? 


Vhen True Story came along 25 years ago, new millions discovered a magazine 
hat had this quality... the common touch with their life, their dreams, their 
imbitions. It brought about millions more magazines, newspapers and radio. 


‘irst to make new millions respond, True Story remains today the trusted 
ource of entertainment and inspiration for millions of Wage Earner families — 
vith the kind of acceptance that skips column rules and thus becomes a trusty 
ource of influence and sales for its advertisers too. 


How THE ““COMMON TOUCH” 
in July True Story helps readers 
with wartime problems % 
e When and how, if at all, should 
parents tell an adopted child of its 
origin? True Story readers discuss 
this among themselves in ‘‘Home 
Problems Forum’’ ... . Page 8 


teal 


‘*Capital and Labor’’...a common 
touch discussion of the American 
way of living and the American way 
of earning that living . . Page 148 
Esther Kimmel lets the Chaneys tell 
True Story’s families how to make 
a real home wherever their war 
work takes them. Mr. Chaney is a 
railroad man and home goes where 
eee Page 80 


FOR 25 YEARS THE WAGE EARNERS’ FAVORITE MAGAZINE 


Truc STory 


THE COMMON MAN, WELL INFORMED, IS THE GREATEST 
FORCE TOWARD BUILDING THE AMERICA WE WANT © 
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FM Sets Coming; 
Speed Decision 
on Wave Lengths 


Washington, June 14.—With 
production of FM sets for civilians 
an imminent possibility, the FCC 
today decided to proceed imme- 
diately to make FM’s postwar fre- 
quency allocation, backtracking on 
a recent decision to make the 
selection this fall after further 
technical studies. 

The commission’s decision to cut 
short deliberations on the FM as- 
signment was prompted, it was 
explained, by notice that the man- 
ufacture of AM, FM and television 
transmitters may commence at an 
earlier date than was originally 
indicated, and that WPB could no 
longer give assurance of 90 days’ 
notice. 

Less than a month ago the com- 
mission said it would conduct tests 
this summer in cooperation with 
industry technicians, to determine 
which of three proposed locations 
between 44 and 108 megacycles 
should be used. 

The commission’s 


earlier an- 


nouncement drew protests that in- 
dustry would not have sufficient 
notice to plan production of the 
new sets. At the time, FCC prom- 
ised at least 90 days’ warning, but 
in recognizing the industry pro- 
tests today, the commission said 
this assurance no longer stood. 
At the same time that it sum- 
moned a final hearing for June 
22 to close the allocation discus- 
sions, the commission announced 
that the technical studies will be 
carried on this summer with a 
view toward answering some of 
the questions in granting station 
assignments. While an immediate 
decision on the FM_ allocation 
seemed desirable, to assist manu- 
facturers, it was pointed out, no 
such urgency was involved in 
making the station assignments. 


‘Much Opinion Testimony’ 


In stating that the studies will 
continue, the commission said that 
during the recent hearings “there 
was much opinion testimony and 
comparatively little factual testi- 
mony” on the subject. The studies 
should develop information on 
such problems as the proper spac- 
ing of stations on the same and 


_—s 


adjacent channels, and the field 
intensities required for various 
services under different conditions, 
it was explained. 

After the FCC proposal to post- 
pone a final allocation for the FM 
service last month, industry 
groups, including manufacturers 
and station owners, protested that 
FM might be so badly delayed 
that its adoption after the war 
would be prevented. The protests 
also warned of the employment 
factors involved. 


Drops Classified 


Because of the continued short- 
age of newsprint and “a steadily 
growing audience of new readers,” 
the Chicago Times has announced 
suspension of its classified adver- 
tising section, effective June 15, 
until further notice. 


Curran Joins Kane 


H. C. Curran, formerly national 
advertising manager of the Daily 
Times and Democrat, Davenport, 
Ia., has joined Kane Advertising, 
Bloomington, Ill., as account ex- 
ecutive. 


New NAB Heads 
Elected by Mail 


Washington, June 14.—The NAB 
completed a “referendum election” 
by mail today, with the reelection 
of three, and the naming of five 
new members to the board of di- 
rectors. 

G. Richard Shasto, WIS, Colum- 
bia, S. C., was named director at 
large for medium stations, re- 
placing Don S. Elias, WWNC, 
Asheville. Matthew H. Bonebrake, 
KOCY, Oklahoma City, and Clair 
B. McCollough, WGAL, Lancaster, 
Pa., succeeded Dietrich Dirks, 
KTRI, Sioux City, and Frank King, 
WMBR, Jacksonville, Fla., as di- 
rectors at large for smaller sta- 
tions. 

J. Harold Ryan of WWVA, 
Wheeling, retiring NAB president, 
and executive vice-president of 
Fort Industries, and J. Leonard 
Reinsch, WSB, Atlanta, won seats 
as directors at large for large sta- 
tions, formerly held by J. O. 
Maland, WHO, Des Moines, and 
Hugh Feltis, KFAB, Lincoln. T. 
A. M. Craven, WOL, Washington, 
was reelected director at large 
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‘Minnesota Poll 


MINNESOTA POLL * finds big postwar demand 
for new appliances among state’s 735,000 families. 
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e In cities (over 2,500 
every 8 families intends to buy. 
30°, of these now own one. 


e In towns (less than 2,500 pop.) 
1 in every 5 families intends to 
buy. Of these, most will be first 
time customers. 


@ On farms 1 in every 6 families 
intends to buy. Of these, most 
will be first time customers. 

Of prospective purchasers of 
new water heaters, 12° prefer 
electric models, 23%, prefer gas 


The average age of water heaters 
in Minnesota is now more than 
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now own one. 


814 years. 


are undecided. 


e In cities (over 2,500 
every 3 families intends to buy. 
71° of these now own one. 


e@ In towns (less than 2,500 pop.) 
1 in every 4 families intends to 
buy. 56% of these now own one. 


@ On farms 1 in every 3 families 
intends to buy. 34% 


Average age of vacuum cleaners 
owned by Minnesotans: almost 
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now own one, 


of these electric iron. 


e@ On farms 1 in every 6 families 
intends to buy a postwar elec- 
tric iron. 40% of these families 


now own one. 


Additional information and further statistical breakdown of survey 
figures on these three subjects now available. Write for your copy. 


=BY MARKETS: 


e In cities (over 2,500 pop.) 1 in 
every 7 families intends to buy 
a new electric iron. 80% of these 


e In towns (less than 2,500 pop.) 
1 in every 10 families intends to 
buy. 75% of these now own an 
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for medium stations, and ry 
Frank Stanton of CBS and Frank 
M. Russell of NBC were renam od 
as network representatives on je 
board. 

The balloting, involving 4:9 
votes cast, also confirmed tv» 
amendments to the NAB bylaw.. 
clarifying definitions of larg. 
small and medium as applied 
membership, and liberalizing a 
sociate membership provisions f 
professions and applicants for per 
mits. 


Bendix Starts 
Dramas on CBS 
Through Grant 


Detroit, June 14.—Bendix Avia- 
tion Corporation has named Grant 
Advertising, New York, to handle 
its new radio program, “Men of 
Vision,” which started on the full 
CBS network June 17 in the 
7-7:30 p.m., EWT period. Time 
was formerly occupied by Gen- 
eral Foods Corporation’s “Kate 
Smith Hour,” now taking a sum- 
mer vacation, 

With Edwin C. Hill as narrator, 
the Bendix program is dramatizing 
the life stories of the men who 
have pioneered in developing 
American aviation and other in- 
dustries. The first subject was 
Glenn L. Martin, and the June 24 
program will cover the life of 
Donald W. Douglas, another lead- 
ing aviation executive. 

The remainder of the Bendix 
account is handled by MacManus, 
John & Adams, Detroit. 


Deiroit Adcrafters 
Elect Copeland 


Robert F. G. Copeland, Detroit 
manager of Arthur Kudner, Inc., 
was elected president of the Ad- 
craft Club of Detroit, at the club’s 
dinner and 11th annual Spring 
Frolic gridiron show held June 12. 
He succeeds E. A. Schirmer, De- 
troit manager, Crowell-Collier 
Publishing Company. 

H. G. Little, vice-president and 
general manager, Campbell-Ewald 
Company, was named lst vice- 
president; Elliott Shumaker, na- 
tional advertising manager Detroit 
Free Press, 2nd vice-president; C 
Leroy Austin, controller, Ernest 
Kern Company, treasurer, and 
Robert A. McInnis, production 
manager, Maxon, Inc., secretary. 
Harold M. Hastings continues as 
secretary-manager. 


Millard to Handle 
Dry Goods Drive 


The Wholesale Dry Goods In- 
stitute will conduct an industry- 
wide educational and promotional 
program through J. W. Millard 
Advertising Agency, New York, 
with Wroe Alderson & Co., Phila- 
delphia, acting as marketing con- 
sultant, according to W. E. Long, 
president of the institute. 

A joint distribution committee 
composed of manufacturers 
wholesalers and retailers is being 
organized, and $100,000 will be 
spent in the next year in a pro- 
gram to develop teamwork and 
efficiency among factors in the 
goods field. A fund for a univer- 
sity scholarship in distribution 
also has been approved. 


To Reynolds Metals 

H. T. Cahraman, formerly sa‘es 
manager of the Edgewater, N. J 
branch of Ford Motor Compa») 
has been appointed head of 
aluminum division of Reyn 
Metals Company’s sales office 


6-sgst Oe 


Bridgeport, Conn. 


THE DAILY BUSINESS NEWSPAPER OF TH 
NATION’S GREATEST INDUSTRIAL ARE 


| 
7 - 
ee ae 
| — 
ae 
pS 
mmm EEE 
= di | 
: 
. _— 
Wanted. | 
Wanted. 104,200 A 
| 106,500 pes ELECTRic | 
NEW WATER - Rs f | 
MEATERS 5. —_ 
AL ry 3 | 
| | , | 
| i 
J i 
a Z i 
qos a 
ee ee ce | 
 f 5 a 
es a 
Pe r | 
—s fe sédi 
Po PC i 
= /?Fzrrr—<“‘i‘“‘“‘<‘<‘<‘<‘<‘<‘<zi‘“ | 
t? | 
courtesy and serv- 4 
rds which ; wee 4 a - 
© esi warm 3 
s nt 
: Le . 
: (| far 
: .. 
é f iti Commerce /pumgel} 
‘| Minnest — = — | 
| om Gy | a” 


The aeronautical market in 


: LATIN AMERICA 


ren 
Kate e . 
um- 

| is emphasized by the growth of PANAGRA 
ator, 
zing 
who 
ping ° . : 

in- 1928 —panacra (Pan American-Grace Airways) made its first 
tr flight on September 13, over the 600 mile run between Lima and Talara, 
Bey Peru, carrying passengers and mail in a small, single engine Fairchild. 
ndix 
im 1945 _ PANAGRA’S fleet consists mostly of 21-passenger Douglas 

DC-3’s, serving eight South American countries — Panama, Colombia, 
Ecuador, Peru, Brazil, Bolivia, Chile and Argentina. PANAGRA covers 

troit 8,800 miles of skyways — an air system longer than that of any Ameri- 
ae can commercial airline operating in the United States. Here is a partial 
lub’s record of PANAGRA’S growing activities: 
ring 

12. 
‘De- 1939 1944 Increase 
aaa Miles flown ........ LMR es ves Se eee 290% 
and i: aa _ = ra 709% 
oe Pounds Mail ....... OT ee re i 523% 
'- Pounds Cargo. ...... ae co 1,769% 
yo (Figures do not include Air Transport Command Operations) 
‘nest 


and At the present rate of performance, PANAGRA will carry during 1945 
tary. in excess of 87,000 passengers, fly 5,000,000 plane miles, carry 320,000 
; pounds of mail and over 2,000,000 pounds of air cargo and express. 


PANAGRA has devoted to South American air service resources in ex- 
cess of $9,000,000 and an organization with a personnel of 2,200. 


ad That is the story of another of Latin America’s 75 actively operating 
airlines. Each is a market in itself. Collectively it is a market of millions 
hila- for American manufacturers of aeronautical products. 


a, REVISTA AEREA reaches this market effectively and economically 
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noids 515 Madison Ave., New York 22, N. Y. 
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ANA, WAC Heads 
Make Plea for OWI 
Domestic Branch 


Washington, June 14.—Paul B. 
West, president of the Association 
of National Advertisers, and Theo- 
dore S. Repplier, executive di- 
rector of the War Advertising 
Council, told an executive session 
of the Senate appropriations com- 
mittee today that failure to con- 
tinue the programming functions 
of the OWI domestic branch “may 
cost one of the best buys the gov- 
ernment has made.” 

[A discussion of OWI work in 
the foreign field, and the prob- 
lems raised by the wing-clipping 
this section of OWI has taken in 
the House appears on Page 44 of 
this issue.] 

Supporting President Truman’s 
plea for restoration of OWI’s 1946 
budget, the council and ANA told 
the committee that the appropria- 


tion of $1,297,500 to continue the 
domestic branch would enable 
private advertisers and media to 
continue contributions to the war 
effort, amounting to more than 
$300,000,000 a year. The House 
pared OWI’s $42,000,000 budget to 
$17,000,000, periling all domestic 
OWI activities. 


Says Agencies Would Compete 


Without this central organiza- 
tion to weld together the infor- 
mation policies of the federal 
agencies and to determine their 
priority, “dozens of competing gov- 
ernment agencies will be out be- 
deviling American industry for ap- 
peals on this radio program, that 
poster or newspaper ad,” Mr. Rep- 
plier said. 

“This was the very sort of con- 
fusion that led to the setting up 
of OWI’s war program functions. 
It is a matter of record that such 
confusion led the War Advertis- 
ing Council, together with OWI, 
the radio industry and radio ad- 
vertisers, to work out the orderly 
pattern by which war messages 
are allocated on commercial and 
sustaining radio shows.” 

Mr. West pointed out that two 
days after Pearl Harber, Donald 


M. Nelson had asked for the sup- 
port of advertising in bringing war 
messages to the people. ‘“Adver- 
tising was necessary,” Mr. West 
explained, “‘to induce people to act 
in the national interest because 
unlike any other method of com- 
munication, advertising starts by 
finding out through research what 
people are confused about, where 
they are misinformed and what 
appeals they respond to. 

“It then dramatizes and simpli- 
fies the message in terms of the 
average citizen’s interest and chan- 
nels the message to the desired 
audience in predetermined units 
of space and time at desired in- 
tervals.” 


‘Wartime Phenomenon’ 


Asserting that “it took a war 
to bring about a fusion of all the 
normally-competitive elements of 
advertising,” Mr. Repplier said 
that the council—‘‘a wartime phe- 
nomenon’—made available ‘col- 
lective creative skills of the ad- 
vertising business’? and mobilized 
“millions of dollars’ worth of time 
and space” and of “perhaps hun- 
dreds of thousands of volunteers 
in business and advertising.” 

Mr. Repplier argued that ‘“main- 


tenance of this central organiza- 
tion is the cheapest and most 
businesslike way to do the job.” 
He pointed out that numerous gov- 
ernment agencies must be brought 
together for each campaign, the 
advertising program for veterans’ 
rights and rehabilitation alone in- 
volving the Office of Retraining 
and Rehabilitation, Federal Se- 
curity Agency, WPB, War Man- 
power, Veterans Administration, 
Selective Service, Civil Service 
Commission and War, Navy, Com- 
merce and Labor Departments. 


Praises OWI Staff 


The council spokesman also. put 
in a word for OWI’s staff, remind- 
ing the committee that “almost all 
of them could get jobs in private 
industry at vastly better pay.” 
He remarked: “If the government 
can hold their services for the 
duration, it will not be the govern- 
ment who is conferring the favor.” 

Representatives of NAB missed 
this morning’s hearing, but it was 
indicated that NAB would offer 
its support to the domestic branch, 
with a plea that broadcasters can 
best serve the war if OWI is al- 
lowed to continue its allocation 
arrangements. 
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—Buy Advertising Space in the Magazine Whose Every Issue Proves Itself to be of the Utmost Importance to Aviation’ 's Maintenance 
Men: Aviation Maintenance, This magazine alone in its field has "has consistently adhered to one policy — complete editorial coverage 


of every phase of aircraft and airport maintenance, service and operations. Each and every article in every issue is an analysis 
of some phase of operation, and supplies a well-informed answer to the problems confronting airport and maintenance men. 


Such articles as these appeared in re- 
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Administration officials, divisional heads, re- 
gional and district engineers and inspectors. 
Distributors and dealers in aircraft ac- 
parts and components. 
It is important to note that 
from this group will come the aviation leaders 
for the next two generations. 


Brought such comments as these: 

. all helpful information in articles are of 
tremendous help to our shop personnel”’ 
an internationally famous fixed base operator. 

. particularly helpful to our superintend- 
and mechanical staff.’’ 
Vice President of large mid-west chain of air- 
- your magazine 
believe it is a real asset to the aviation indus- 
an important municipal 
. Magazine is tops in the field 


keep up the good work " 
in aircraft and engine repair shop. “* 
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It all adds up to one thing—Aviation Mainte- 
nance stands alone and supreme in editorial 
and in total readership. It reaches 
the readers you need to do a thorough selling 
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Hormone Addition 


to Cosmetics Hit 
by AMA Council 


Chicago, June 14.—Claims th}; 
cosmetic preparations containi 
hormones will remove wrink 
and blemishes and give the sixj 
a softer and more youthful 
pearance are fraudulent and h: 
no scientific support, according 
the Council on Pharmacy and 
Chemistry of the American Medj- 
cal Association. 

The AMA revealed today that 
the council considers the addition 
of estrogen, female sex hormone, 
to cosmetics results ultimately in 
useless outlay of money “by pur- 
chasers who still believe in the 
development of ‘miracle’ com- 
pounds... 

“Some authorities believe that 
the injudicious use of estrogen- 
containing cosmetic preparations 
may permit sufficient absorption 
from the skin to upset normal 
body activities,” the council as. 
serts. Too little knowledge exists, 
it adds, to indicate whether or not 
hormone-containing cosmetics 
should be made generally avail- 
able to the public. 

The report is contained in the 
June 16 issue of the AMA Journal, 


Freedom of Press 
Issue Involved 
in Ward Ruling 


Chicago, June 15.—Judge Joseph 
Graber of the Cook county su- 
perior court yesterday issued an 
injunction here forbidding a union 
from printing “untruths’” in its 
newspaper. 

The unusual order, granted at 
the request of Montgomery Ward 
& Co. against the United Retail, 
Wholesale & Department Store 
Employes, CIO, is viewed in pub- 
lishing circles and by many law- 
| yers here as a clear violation of the 
\freedom of the press. This stand 
is taken particularly in view 
‘the fact the injunction was granted 
without the taking of evidence, 
|and only after oral argument. 
| Judge Graber, admitting a court 
cannot enjoin libel, said courts 
may enjoin conspiracies and the 
union is guilty of a “continuing 
|conspiracy to injure and such a 
| case is not covered by the Consti- 
\tution.” Ward attorneys allege 
/untruths have been printed in the 
union newspaper, “The Spotlight.” 

Counsel for the union an- 
nounced they will appeal the de- 
|cision because it sets up Judge 
| Graber as a censor over the union 
|publication and as sole judg: 
what is true and untrue in future 
issues of the paper. 
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Ferguson to Head 


| a 
'Celotex Advertising 
Gates Ferguson, formerly as- 
|sociate director of the New York 
district of the Federal Housing 
| Administration, has been ap- 
pointed advertising manager 0! 
|Celotex Corporation, Chicago 

| Mr. Ferguson was at one 
|head of the advertising de} 
ment of B. F. Goodrich Com} 

| Akron, and more recently a m«! 
ber of the public relations sta‘! | 
N. W. Ayer & Son. 


Stevens Joins Lyons 

| Raymond A. Stevens, forme!) 
with Ad Service, Worcester, I «ss 
| has been named manager of L. ons 
| Advertising Service, North A ‘le- 
boro, Mass. 
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Yes, we read it each week 

find the information con-— 
J ed therein of great interest 
; . benefit to the business man 
4 


.) day has 


+. Haglund, 
President 
c.c¢ome- ON MANUFACTURING CO. 
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to those who O.K. both corporate and 
family buying is 


THE Unitep States NEws 


Because of the importance of its news 


content (national affairs); because of 
the unique manner in which this single 
theme is handled; because the news of 
national affairs is increasingly important 
to important people — The United States 
News has attracted 


639,000 men readers 
361,000 women readers 


—the largest quality audience covered 
by a single magazine.......... 


Of all magazines in the country, The United States News has 
the largest percentage of subscribers secured by mail direct to 


the publisher—88%. 
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(200,000 GUARANTEE ) 
The Direct Route to 
those who O.K. both 

corporate and family buying 
* 


Daniel W. A 
‘ice President in Charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y 
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Kutomotive Council Elects 
Faxon Hall President 


T. Faxon Hall, sales promotion 
manager, Walker Mfg. Company, 
Racine, Wis., has been elected 
president of the Automotive Ad- 
vertisers Council, succeeding R. 
W. Case Jr., Thermoid Company, 
Trenton, N. J. 

Walter A. Kirkpatrick, manager 
of advertising and sales promotion, 
Wilkening Mfg. Company, Phila- 
delphia, was named vice-president; 
Charles H. Le Fevre, Sealed Power 
Corporation, Muskegon, Mich., sec- 
retary, and George W. Stout, Per- 
fect Circle Company, Hagerstown, 
Ind., treasurer. 


84 Iowa Weeklies Quit 


A total of 84 Iowa weekly news- 
papers, 15% of those published in 
the state, have gone out of exist- 


ence since the beginning of the 
war, the 1945 Iowa newspaper 
directory and yearbook, published 
by the School of Journalism, Uni- 
versity of Iowa, has disclosed. 
No dailies have ceased publica- 
tion. 


Tveter Elected 


T. Norman Tveter, market and 
media director of Erwin, Wasey & 
Co., New York, has been elected 
vice-president of E. D. Publica- 
tions, Inc., New York, publisher 
of Engineers’ Digest. He will act 
as consultant and will supervise 
promotion and advertising. 


Joins Al Paul Lefton 


-Ed Bowers, with more than 20 
years’ experience in advertising 
and merchandising, has joined the 
Chicago office of Al Paul Lefton 
Company. 


Doremus Handles Bird 

In the June 4 issue of ADVER- 
TISING AGE, it was reported that 
Bird & Son, Inc., East Walpole, 
Mass., had made its first agency 
appointment, naming Doremus & 
Co. to handle its 150th anniver- 
sary campaign. Doremus has had 
the Bird account for several years, 
and has placed five separate cam- 
paigns in more than 20 business 
publications in the last year or 
more to promote Bird’s building 
materials and hard-surface floor 


‘coverings. 


Names Benson & Dall 


Benson & Dall, Inc., Chicago, 
has been appointed to handle the 
account of Sempray Jovenay Com- 
pany, cosmetic manufacturer, 
Grand Rapids, Mich. Magazines 
will be used, starting with Sep- 
tember issues. 


Pulliam Submits 
Newsprint Relief 
Plan to Senate | 


Indianapolis, June 13.—Advocat- 
ing increased shipment of Swedish 
pulp to England and France, cur- 
tailment of shipments of news- 
print from this country and Can- 
|ada to Europe and use of war 
prisoners to cut much-needed 
| pulpwood in the next 90 days, 
Eugene C. Pulliam, editor of the 
Indianapolis Star, has submitted a 
seven-point program to the Sen- 
ate to ease the supply of news- 
print for American publishers. 

Within a 90-day period from 
June 1 the newsprint problem in 
the United States could be re- 
lieved, Mr. Pulliam feels, if the 


following suggestions were car- 


Bettmann Archive 


IGHT TO THE “HEART” OF THE MARKET 


This young blade knew how to advertise. He went direct to his market with a direct 


message. Why beat around the bush in presenting your selling message! The direct 


approach is always the most resultful...and the Haire Specialized Publications take you 


straight to the heart of your market & Key buyers who keep abreast of their industry's 


activities depend on a Haire publication for the complete “WHAT-HOW-and WHY” 


story of events and trends in their own special field. Unresponsive readership ts 


weeded out by this concentration on selectivity of circulation and editorial 


matter. Advertisers gel a pre-lested audience of logical prospects for specific 


BEd 


your own Specialized Haire publication. 


poectialezd » USINESS PAPERS 


OAPWAY. NEW YORK 1 


N Y 


products. ® You cover your own markel exclusively, directly and completely with 


Advertising Age, June 18, 1°45 


ried out by authorities: 

1. Insistance that Swedish p: |p 
of which almost a million t 
are ready for shipment be ship; q 
to England, Holland or France, + 
sent direct to this country aq 
Canada without further delay. 

2. With approximately 30% ¢f 
U. S. and Canadian newsprint pr - 
duction now going to the arm q 
forces, stop or drastically curt i] 
these shipments and let Swed ny 
and Finland furnish the required 
pulp. 

3. Accelerate mine clearance 
in Norwegian shipping lanes to 
safeguard Swedish pulp shipments, 

4. Direct OPA and WPB 0oo- 
operation in increasing pulp and 
newsprint shipments from Canada 
to U. S. 

5. Because the labor shortage 
is one of the most serious bottle- 
necks in the newsprint problem, 
transfer at least 20,000 prisoners 
of war in the U. S. to Maine and 
the Northwest to cut timber for 
pulp for the next 90 days. 

6. Insist Canada release timber 
and pulp for processing in U. §, 
plants. 

7. Relax U. S. and Canadian 
restrictions on newsprint _§ship- 
ments to American newspapers, 
even though some price readjust- 
ment may be necessary. 


To Beaumont & Hohman 


Robert E. Todd, recently re- 
leased after more than two years 
service in the Army air force, has 
joined Beaumont & Hohman as art 
director of the Los Angeles office, 
He was previously in the adver- 
tising department of Cerophy! 
Laboratories of American Dairies, 
Inc., Kansas City. 


U. S. Bronze Appoints 

United States Bronze Sign Com- 
pany, New York, has placed its 
advertising account with Frederic 
Gravenson Company, New York. 
Twenty-eight trade publications 
are scheduled. 


WARTIME 


CULTIVATION 


for PEACETIME 


S-A-L-E-S 


Covenace of sta- 
ble markets for pres- 
ent and post war 
sales is a wise sales 
promotion invest- 
ment. 

The rich markets of 
Richmond and Vir- 
ginia, covered by 
Station WRNL are 
stable markets. 

The facts 
prove results. 


below 


© 70.8°/, OF THE NATIONAL 
ADVERTISERS ON THIS STA- 
TION ARE RENEWALS. 


® 88°, OF THE LOCAL AD- 
VERTISERS ON THIS STATION 
ARE RENEWALS. 


Advertisers don't renew 
contracts unless the me- 
dium they use ‘'pays off'’ 
in results. 
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What is the Labor Press Stpiieeeee, 
Its 20,000,000 Readers? 


S° U. S. business executives may know exactly how 

the labor press is interpreting business and man- 
agement functions and policies—in what ways work- 
ers are being urged to think and act—FORBES Maga- 
zine inaugurates a new service feature 


‘‘Behind the Labor Scene’ 


Hundreds of individual labor papers will be care- 
fully read for labor’s plans, objectives, ambitions. 
Brief, significant passages of vital interest to business 
executives will be quoted directly without editorial 
comment. 


This unique service brings FORBES readers extracts 
from the labor press they could not get themselves 
without the laborious work of a high-priced, highly 
trained reading and research staff. 


Should you wish a sample copy of this “wanted” 
S editorial service feature ‘‘Behind the Labor Scene”, 
—_ address Mr. Frank H. Burns, Advertising Director. 


| (} Hf i |! \ The Magazine of Sound 
Business Interpretation 


120 Fifth Avenue New York I], N. Y. . 
Detroit . Chicago ° San Francisco 
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More Capitalists Than Ever 


Announcement of the plans of 
the New York Stock Exchange to 
advertise in daily newspapers all 
over the country, for the purpose 
of explaining in factual terms the 
functions and services of the Ex- 
change, is extremely significant 
from the standpoint of demon- 
strating the broader public inter- 
est in everything relating to the 
financial machinery of the country. 

There are two reasons for this. 
One is that America is more than 
ever a nation of capitalists, the 
number of whom has been tre- 
mendously increased during the 
war by the purchase, on a regular 
and systematic basis, of war bonds. 
The other is that most of our eco- 
nomic problems have a political 
aspect, and their discussion and 
debate in the press and on the 
radio is helping to educate the 
public on the basic problems of 
business and finance. 

Time was when the daily finan- 
cial pages were supposed to be of 
interest only to Mr. Capitalist, the 
bloated bondholder who sat in 
banks and insurance companies 
and whose chief and almost ex- 
clusive interest was the investment 
of funds. Today, when the news 
in the business sections of the 
newspapers has as wide reading 
as the sports pages — we haven’t 


checked this against the Continu- 
ing Study of Newspaper Read- 
ing, but we are convinced that it 
should be true—practically every- 
body with a stake in the country 
in the form of a capital invest- 
ment of one kind or another is in- 
terested in such subjects as those 
which will be discussed in the ad- 
vertisements of the New York 
Stock Exchange. 

Our American capitalists in- 
clude, of course, not only holders 
of war bonds and other govern- 
ment securities, and the stocks 
and bonds of American business 
enterprises, but policyholders of 
life insurance companies, mem- 
bers of building and loan associa- 
tions, depositors in savings banks, 
home and farm owners, and even 
those whose capital investment is 
represented by more or less mo- 
bile cars. All of them are inter- 
ested in the maintenance and pro- 
tection of the capital values which 
represent their savings. 

This country has become great 
and prosperous because it is capi- 
talistic and because it offers op- 
portunity for all. The more we 
can inform our tens of millions 
of capitalists about their stake in 
America and what they should do 
about it, the more secure our fu- 
ture will be. 


Sterilizing National Income 


The amended Wagner-Murray- 
Dingell bill, which is now before 
Congress, was changed in con- 
siderable detail as compared with 
previous versions of the measure, 
but it still retains the features 
which have made it obnoxious to 
a large percentage of our citizens. 
In the field of public health, 
where it purports to offer assur- 
ance of continuous and complete 
care to the whole people, it has 
been attacked because of its inter- 
ference with the highly successful 
system of voluntary hospital and 
medical care which has served the 
needs of the great majority with 
increasing satisfaction. 


From our standpoint the great- 
est weakness of legislation of this 
kind the fact that it would 


sterilize a considerable part of the 
national income, transferring it 
from active use in supplying con- 


sumer needs and increasing the 
volume and velocity of business 
transactions, and would place 
these billions each year in the 


government treasury, ostensibly 
to be used in building a reserve 
for the payment of claims, but 
actually being treated as part of 
the general revenues of the federal 
government. 


Congress has consistently re- 


| sisted the application of the 


higher tax on payrolls, contributed 
both by workers and employers, 


| because of the unspoken fear of 


the effect which doubling the with- 
drawal from active use of such 
large amounts would have on our 
economy. And considering the 
fact that the federal 
under the new bill 
over $6 billions or more now in 
state unemployment funds, and 
also the grave question as to how 
the government would meet the 
heavy payments which would have 
to be made as those covered under 
social security become eligible for 
old age benefits, we hope that Con- 
gress will continue to maintain a 
skeptical and inquiring attitude on 


would take 


the whole subject. 


government | 
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—Kelly-Springfield Tire Company 


"You're right, Steve—Kellys are hard to beat!" 


|than it did during the period be- 

Cohama Fabrics, like a lot of tween the two world wars. 
others whose names are frequently) About half thought our postwar 
inserted in retail copy, has been jrelations with Russia wuuld be as 
making a study of retailer and good or better than our relations 
manufacturer promotion which| With England, and 14 thought we 
utilizes fabric names, and is con-|Should keep an ceed of a. 
siderably alarmed over the fact|tion in Germany “always,” but 
that the name is sometimes mis-| the questions on unions and man- 
spelled, the type face and the|@8ement were even more inter- 
illustration seldom coincide with | ©SU8. ; 
the trademark. To prevent as,_ When they were in the service 
much of this as possible, Carl H. 7 thought unions’ cooperation with 
T. Sloss, sales promotion manager |*€ war effort was excellent, 11 
for Cohama men’s wear fabrics, | “0Ught it was good, 4 fair, and 3 
has developed a small brand mat|P0°r- Now that they are out, the 
for the product, fashioned after | ‘sures remain unchanged, except 
the Cohama men’s wear label, | that only 1 now thinks the unions 
which is being made available to | #"¢ doing a poor job, and 9 think 
both manufacturers and retail) they are doing an excellent job. 
shares | The same question with relation 
: | to management resulted in 10 ex- 
Millenium ‘cellent, 9 good, 5 fair and 1 poor 

Usually, when the stupidity and while in service, and 12 excellent, 
insipidity of the human race|8 800d, 4 fair and 1 poor now. 
threatens to become too heavy for | TWenty of them think vets are 
our frail frame to bear, something |getting “an even break” from the 
comes along to renew our waver- | 8°vernment, employers and the 
ing faith in the human animal, _| Public, but 5 think not. 

This week it is a report (which 
we hope is accurate) that Local New Sales Appeal 
65 of the Wholesale and Warehouse) The “Sunkist Merchandiser,” 
Workers Union, New York, a CIO| which tells Sunkist dealers how 
affiliate, has set aside a column in | other dealers sell Sunkist oranges 
its bi-weekly publication, New /and lemons, passed on an ad from 
Voices, for the use of the Associa- | the Daily News, Longview, Wash., 
tion of Uptown Converters, Inc.,|in which Ben Pullen, local dealer, 
a group of 130 textile distributing | waxed lyrical in his promotion of 
organizations under contract with| oranges. The Sunkist boys aren’t 
the union. sure that they would recommend 

The column will be called “Our this type of advertising for all 
Employers Say” and will be un-| grocers, but they passed it on 
censored by the union. It will give anyhow. Ben’s lyrical opus ran as 
employers an opportunity to ex- follows: 
press their opinions and make] , ,.ora it over the radi 
suggestions and criticisms on mat-| Pye point 1 almost missed 
ters that arise on day-to-day re- Our closest friend—Scot Tissue— 
lationships between employers and Is on the ration list. 
employes. 

Does any reader know of a When war cut short our coffee 
: oe a | That merely was a caper 
progeny tec Voice of | But the most unkindest cut of all, 

e 


Was to deprive us of our paper! 
What Vets Think 


John Moorhead of Harvey-Mas- 


Identification Mats 


We hear the people crying 
In long and mournful tone 


P = je : ‘ . From the hobo in the jungle 
\sengale Company, Atlanta, sends} 7 grandpa on his throne 
us a summary of a poll taken by 
ithe “Wamco Indicator,” employe Like Patrick Henry’s shouting 
| newspaper of Wright’s Automatic With all his strength and breath 
\Machinervy C any. D nthe Give us back our tissue— 
Machinery ompany, ul ham, Or give, oh give us Death! 
N. C., to determine the opinions 
lof 26 World War II vets in the If this rationing continues, 
|plant on a variety of current As sure as you are born 


: I'll forget about this shortage— 
topics. And raise a patch of corn. 

Compulsory military training 
was favored by 22 of the 26, and 
21 felt that the country should 


participate more in world affairs 


And if the crops should fail me, 
As crops so often do, 
I'll buy a crate of oranges 


And use the tissues, too! 


| 
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The following documents miy 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2517. This Is Fort Smith. 


This new market folder, issued 
by the Southwest American, Fort 
Smith Times Record and South- 
west Times Record, Fort Smith, 
Ark., introduces Bill Dilly, who 
describes himself as “kind of a 
happy medium of most of the folks 
around these parts.” Bill tells the 
market story in his own words, 
and the text is interspersed with 
photographs, and statistics on the 
people, industries, resources, post- 
war outlook and so on. 


No. 2518. Cover-to-Cover Cov- 
erage of the Billion Dollar 
Ohio Select List Market. 

Prepared by John W. Cullen 
Company, representative, this 
market study presents maps of 
each of the 49 trading areas covy- 
ered by the Ohio Select List of 
daily newspapers, along with de- 
tailed information on population, 
income, bank deposits, retail sales 
and industries of each area. The 
book includes a directory of all 

Ohio dailies, listing the population 

of cities and showing circulation 

and rates of the papers. 


No. 2519. Who Advertises What? 


The Iron Age has issued this 28- 
page booklet, which provides a 
page-by-page, product-by-product 
analysis of the 8,571 pages of ad- 
vertising carried by the publica- 
tion in 1944, representing more 
than 1,000 different advertisers. 


No. 2520. The College Market, 
Today and Tomorrow. 
National Advertising Service, 
Inc., college publishers’  repre- 
sentative, has issued this folder, 
which gives some facts about the 
present college situation, and the 
outlook for future enrollments and 
expansion of plants, personnel and 
curriculi. College newspapers are 
discussed, with an outline of aids 
offered by the representative. 


No. 2499. 
erans. 


This 60-page booklet, prepared 
by the Time, Inc. Service on Post- 
war Information, concludes that 
the responsibility of providing sat- 
isfactory employment for veterans 
will rest primarily on private in- 
dustry. It points out that there 
must be planning not only by 
manufacturing, which normally 
supplies about one-fourth of the 
total jobs, but also by commerce, 
the service industries and agricul- 
ture, where the other three- 
fourths of the jobs must be found. 


No. 2500. Consumer Panel Report 
on Range and Cooking Halts. 
The Product Use and Deve! p- 
ment Division of Good Houseke ’p- 
ing has issued this report o 
survey of consumers represen’ 0g 
a national cross section of he 
magazine’s subscribers. The 
sight into equipment usage 
cooking habits, likes and disli 
should be of interest to manu 
turers in relation to their p 
war production and merchan 
ing plants. 


Reemployment of Vet- 


No. 2489. 1945 Shipbuilding M °- 
ket. 
Highlights of the shipbuild 1 


program for 1945, detailed sta s- 
tics for 1944 output and a repr 
of current thinking on post 

prospects for shipping and sh p- 
building in the U. S. are contai: e¢ 
in this booklet issued by Ma 
Engineering and Shipping Rev 
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= Advertising leadership is an alloy... not always the big-figure 
: circulation, but ample coverage among people who respond to 
his what they read; not mere readership, but respect and confidence 
om of readers in the paper and the advertising it carries. The basic 
ca element is response. 

a Take The Chicago Sun, for example (ultimately you will, 
v anyway). Influence is at work in The Sun. Ideas, men, features, 


ation 


editorial know-how, unbiased news reporting have developed a new 
ation 


interest, attracted to it a new audience of responsive readers, made 


hat? its advertising pay out. For instance, The Sun has topped the A. M. 
s 28- ? = ° , 

es a paper field in amusement advertising since the middle of 1943... 
»duct -s ‘ 

t ad- on Sundays last month, when competition is most keen, ran 25.1% 
lica- 


team more amusement linage than its closest competitor, or 31.1% of the 


rs. total in a four-paper field . . . and in the past five months, printed 
rket, ‘ / ; P ; * 
more motion-picture directory linage than any other Chicago paper. 
soos That’s RESPONSE, in upper-case . . . results, here and now-—-sales 
Pa made, merchandise moved, customers satisfied, money in the box office 
e 
1 the . . immediate, traceable reaction . . . response! 
s and 
| and The Chicago Sun has the most to deliver in Chicago—and delivers 
S are . ° 
aids the most . . . demonstrates every day the axiom that service to readers 
a editorially spells ‘‘box office” for the advertiser... verifies how forcefully 
et- 
agate lines in action convert amusement-hungry audiences into cash 
pared 
Post- customers—seven days a week! 
that : ; , 4 “ses 
+ sat- What The Sun is doing for amusement advertisers it is ready, willing, 
‘ans *The Sun’s Share o ; ; ; ; . . 
Sak ‘ f and able to do for other major classifications: provide a major medium in a 
share Chicago’s Amusement Linage k th df al 6 
: major ma r resent and futur at ie 
_— (five paper total) ajo rket of the greatest present ure potentia carry a ‘‘front 
mally row, center’’ spot for any kind of merchandise or service . . . make that spot 
the TE jes ss 
“ re 19943. ..... . 194% more productivesand more profitable, for the advertiser. 
hree- Se. «s+ ss s On these, and any other standards you like, The Sun qualifies. . . and 
ound. 1945 (5 mo.) . . . 21.9% Bow f » edwersi king plus val 
- rates approval-by-use of every advertiser seeking plus values. 
ote *1945 Motion Picture 
elop- : ; a 
pei Directory Linage *Source: Media Records 
oO a a 
nting May 1st 5 mo. 
. 1e s —_—— 
> ine SUN 65,878 295,139 
American 59,670 287,454 
mies Tribune 58,870 255,842 
; Times 50,261 249,730 
nc s- News 50,544 223,264 
M 
ld: ng 400 West Madison Street, Chicago 6, Illinois 
ta\is- 
eport 250 Park Avenue, New York 17,N. Y. National Representatives: THE BRANHAM COMPANY 
st 
ani CHICAGO: 360 North Michigan Avenue» NEW YORK: 230 Park Aven 
a 
a 


Atlanta « Charlotte « Dallas + Detroit « Kansas City « Los Angeles + Memphi © St. Louis « San Franciso 
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Women’s Adclub 
Marks 25th Year 


Milwaukee, June 13.—Members 
of the Women’s Advertising Club 
of Milwaukee will celebrate their 
25th anniversary with a Silver 
Jubilee dinner June 21 at the Ho- 
tel Schroeder. 

A new slate of officers to be in- 
stalled includes Mrs. Dorothy C. 
Sevedge, president; Agnes Maher, 
vice-president; Mrs. Elsie Devlin, 
recording secretary; Justine Wey- 
her, corresponding secretary, and 
Clara Kaentje, treasurer. Past 
presidents will be honored, with 
Mrs. Edna J. Dunlop, charter pres- 
ident, cutting the club’s birthday 
cake. 

Wartime activities of the club 
have included newspaper and pos- 
ter appeals for Wave recruitment; 
promotion of Milwaukee’s_ pro- 
posed civic center area; publicity 
for the Victory book campaign; 
newspaper and radio appeals for 
Russian War Relief; USO and Red 
Cross publicity, and a day room at 
Camp McCoy, Wis., furnished from 
club funds. 


‘Export Publications 
Plans British Paper 


| Export Publications, Inc., New 
| York, has announced publication 
|}in the near future of a new pub- 
‘lication, American Products, va- 
|rious editions of which will be 
| published as overseas markets be- 
'come available for the importa- 
‘tion of American goods. 

| First in the series will cover 
| the British Isles and be distrib- 
'uted only in the United Kingdom, 
| Appearing six times annually, the 
| publication will carry news and 
| advertising of American manufac- 
| tures and services. 


Brochure Promotes 
May Golf Tourney 


A 12-page brochure in full color, 
presenting details of the 1945 All- 
American golf tournament spon- 
sored by George S. May, head of 
George S. May Company, Chicago, 
is currently being mailed to the 
golfing fraternity. This year’s 
competition offers $60,000 in war 
bonds as prizes, and will be held 
at Chicago’s Tam O’Shanter coun- 
try club, July 23 to 29. 


| Trupp to Crown Central 


Bernard Trupp, formerly with 
|Joseph Katz Company, Baltimore, 
/and previously head of his own 
| business, has been named adver- 
tising manager of Crown Central 
| Petroleum Corporation, Baltimore. 
He will handle public relations in 
connection with Crown’s postwar 
expansion in the East and in the 
territory around its Houston re- 
finery. 


Briggs Reveals Plans 


Plans to spend $10,000,000 for 
reconversion, reequipping and new 
machinery were disclosed in the 
recent annual report of Briggs 
Mfg. Company, Detroit, prewar 
manufacturer of automobile bodies 
and plumbing ware. Before the 
war, Briggs supplied auto bodies 
to various Chrysler Corporation 
divisions and other companies. 


To Hirshon-Gartield 


Winthrop Woolen Mills, Win- 
throp, Me., has named Hirshon- 
Garfield, Inc., New York, to handle 
advertising. Color pages in na- 
tional magazines are planned. 


‘Betac’ Is Formed 
to Boost British 
Foreign Trade 


London, May 24.—To act as a 
central organization for advertisers 
and agencies in foreign markets, 
the British Export Trade Adver- 
tising Corporation is being 
launched here, sponsored by a 
committee of leading British ad- 
vertising agency, executives. 

The company, to be known as 
Betac, will work in cooperation 
with the previously announced 
Betro (British Export Trade Re- 
search Organization), developed 
by the Advertising Association of 
Great Britain to help manufac- 
turers with their research prob- 
lems in improving foreign sales 
(AA, April 30). Norman Moore, 
of S. H. Benson Ltd., is chairman 
of the Betac sponsorship commit- 
tee. 


To Advise on Markets 


If the general plan goes through, 
Betac will advise British agencies 
on all phases of advertising in 


Poking out the pig in the poke! 


At country fairs, Farmer Si used to offer a 
pig in a poke. Tied in a bag, with not even the 
grunt showing, the hapless porker had to be 
bought on faith, The purchaser couldn't tell 
beforehand if he'd got a Mrs. or a mistake, 
ham bonanza or lots of bone, choice chops or 
skimpy bacon, a good side dish to accompany 
the sauerkraut — or just something sour . . 

Colorgravure advertisers were formerly 


in the same fix. They got no proofs, had no 


chance to revise or improve reproductions, 


didn’t see the message until it was 


INTAGLIO took the guess from gravure, 
supplied proofs for preview, enabled the 
advertiser to check, correct, or revise. Now 
the buyer doesn’t have to fidget or fumble, 


delve in the dark, or rely on the rabbit's foot. 


printed. 


When the message runs—he knows colors 
will be right, the reproduction as planned. 

Intaglio is easy to use. Just give us the 
comprehensive layout, original photos and 
artwork, and type proofs. We make working 
negatives, retouch, stage, combine in correct 
position in each of four color forms, produce 
the positives, etch proofing plates—and give 
the advertiser proofs, send out the positives. 


Wirn the most modern plant, a staff of 
over a hundred craftsmen, full engraving 


facilities in both Chicago and New York 


. .. Intaglio Service quickly delivers supericr 
positives of identical quality, makes possible 
the same reproductions in different cities, 
saves effort and expense. For finest gravure, 


monotone or color, consult Intaglio! 


INTAGLIO SERVICE Corp. 


e Gravure Service Specialists 


NEW YORK: 305 East 46th Street 
CHICAGO: 731 Plymouth Court 


Advertising Age, June 18, '945 


|}overseas markets. In 
|media, rates, acceptability, et< 
may purchase necessary rese:; 
|data from Betro. 

| The corporation also will 
|low the general trend of comp 
tive foreign advertising and sx 
gest opportunities for Brit 


firms; will act as the represen - 


| tive of any agency which desi 
| its services abroad in buying sp: 
| 


time, etc., preparing suitable co 


tling accounts; 


|essary in trade centers through. ut 
the world. 

At a recent meeting, Mr. More 
said all agencies, large or sma]! 
would be invited to join Beiac. 
and that it would act only through 
them. 
service to the agency will amount 
to about 3 or 4%, considered a 
modest sum by agency men who 
have handled previous business in 
overseas countries. 

It has not been made clear hoy 
British representatives of foreign 


dV 
newspapers and magazines il! 
fare under the plan if advertising 
in those publications is placed ‘on 
the spot” through Betac, and only 
at its recommendation, 


Boston Adclub Elects 


Paul N. Swaffield, advertising 
manager of Hood Rubber Com- 
pany, has been reelected president 
of the Advertising Club of Boston. 
George C. Wiswell, Chambers & 
Wiswell, was reelected Ist vice- 
president; Harold E. Fellows, gen- 
eral manager, WEEI, elected 2nd 
vice-president; Arthur V. Hovw- 
land, Tileston & Hollingsworth 
Company, treasurer, and G. War- 
ren Cochrane Jr., Cochrane Com- 
pany, secretary. 


Begins Malt Campaign 

Froedtert Grain & Malting Com- 
pany, Milwaukee, has initiated an 
institutional advertising campaign 
in metropolitan newspapers and 
financial newspapers and maga- 
zines on the wartime uses and 
future growth of the malt indus- 
try. 


| 


af % 
By WM. OTTO*, e — 
Chief Engineer 


Carson Pirie Scott & Co. ey 


“We recently spent $160,000 in converting 


our store from d-c to a-c operation. Th 
project called for 10 miles of wiring, mo* 
than 400 new motors from 1/6 to °° hp 
lots of browsing through ads and by let" 
for installation data. A fourth of our mol 
equipment works by remote contro! 


“My idea of a motor or motor con‘o! ! 
that makes pals of power engineers 5 °" 
that tells: what provision is made | 24!" 
stalling when an overload burns ou: 4 “ 
in one phase; how to regulate speed. wh 
desired; if control has illuminate: Pp! 


button to signal on or off. We're hun © '°4 


hookup diagrams, hints on mainte: ("°° 
*Mr. Otto, dean of Chicago d+" 
ment store engineers, has b 4 


POWER PLANT ENGINEE}! ‘© 
reader and contributor since 34 


—ENGINEERIN: 


53 W. JACKSON BLVD. CHICAGO 4 
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ALERT advertisers know that in this two-sexed world 
of ours they must play a game of mixed-doubles to 
win... must court the attention of both male and 
female. That’s why more and more advertisers have 
come to appreciate the editorial significance of The 
American Magazine. It’s edited with dual sex appeal 


... edited to double-expose advertising to millions 


of women and millions of men... multimillions 
of aspirational Americans who buy The American In the Service 
Magazine on the newsstands, who subscribe, or who of the Nation 


beg, borrow, or steal somebody else’s copy. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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Stauffer Joins Ayer 
After Army Discharge 


Joseph R. Stauffer, formerly in 
charge of radio operations for Ken- 
yon & Eckhardt, New York, and 
recently a lieutenant colonel in 
the Army, assigned as an instruc- 
tor at West Point, has joined the 
radio department of N. W. Ayer 
& Son to be in charge of program 
production. 

Before working with K&E, Mr. 
Stauffer was for seven years with 
Young & Rubicam, New York, 
moving from radio to program pro- 


rectors are Paul Clissold, Bakers’ 
wood office. 


Blees’ Son Dies 


David Hughes Blees, 21, son of 
William Blees, vice-president in 
charge of the Young & Rubicam 
Hollywood office, died recently fol- 
lowing a heart attack. He had 
acted in a number of Hollywood 
radio shows, including “Meet Cor- 
liss Archer,” “Silver Theater” and 
“Lux Radio Theater,” under the 
professional name of David 
Hughes. 


Brookman Heads | 
Chicago Business Papers 


Louis Brookman Jr., Concrete 
and Marine Equipment, has been 
elected president of Chicago Busi- 
ness Papers Association, succeed- 
ing Scranton Gillette, Gillette 
Publishing Company, who has 
been named a director. 

W. W. Gothard, Domestic En- 
gineering, was named vice-presi- 
dent; Scott Dowd, Paper Industry, 
treasurer; and John H. Reardon, 
ADVERTISING AGE, secretary. In 
addition to Mr. Gillette, other di- 


rectors are Paul Clissold, Bakers’ 
Helper, and Frank Kottra, Keeney 
Publishing Company. One or two 
additional directors may be named 
later, if the membership votes to 
enlarge the directorate. 


Allied Mills to Western 

Allied Mills, Inc., Fort Wayne, 
Ind., manufacturer of Wayne poul- 
try and livestock feeds, has ap- 
pointed Western Advertising 
Agency, Chicago, effective July 1. 
Radio, direct mail, and farm and 
poultry papers are being used, as 
well as trade publications. 


What kind of man do men copy ? 


Remember the styles of "24? Remember the flashy 
sweaters and the 
Wales brought over? —the sort of clothes that made 
the men in your ads look like this: 


Today, 21 years later, men’s wear models look like 
success-bound young executives, on-the-way-up doc- 
tors and lawyers and architects. 


chy 


. 
“plus fours” that the Prince of 


ry. i ’ 
HERE'S a strong dash of follow-the-leader in every 


man, when he comes to the clothes he buys. 


No matter how much your average man likes a new 


style, it’s hard to get him to try it—until he sees it on a 


man he looks up to, a man he admires, a man whose 


prestige-and-income level he aspires to. 


Chis man—the kind other men copy—is more than 


on Leader 


likely to be a reader of ime. For odds are that any lead- 


ing doctor, lawyer, engineer, high government ofhcial — 


or any top executive or director 


of any leading U. S. cor- 


poration you care to name—is a Time subscriber. And 
Time's million readers have money to spend—2'% times 
as much to spend on themselves as the U. S. average. 


They outbuy their non-Time reading neighbors 2 to | 


in underwear, 3 to | in shirts, 4 


to | in suits. 


Come the peace, you'll be on the lookout for the lead- 


ers other men look up to. You'll find them reading Time, 


the magazine they prefer to all others.* 


s—to Model Wh 


* America’s most important men vote Time A 
Corporation Officers and Directors . 
of Congress Radio Commentators ... Ma 

... College Presidents 


most important magazine 


Rotary Club Presidents .. . 


at You Make 


merica’s most important magazine 
Members 
Men Listed in Who's Who 


yors 


All these and 21 other groups vote “Time is America’s 
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; A new perfect lover joins the 
motion picture gallery of che great! 


rete pee omen 


THEY'RE KIDDING —Sid Hoff car. 

toons and tongue-in-cheek copy lighten 

the series of newspaper ads for "Don 

Juan Quilligan," new 20th Century. 
Fox picture. 


20th Century-Fox 
Pans Own Movie 
Starring Bendix 


New York, June 13.—Twentieth 
Century-Fox Film Corporation has 
dropped the typical motion pic- 
ture promotion superlatives for a 
new line of self-kidding adjective: 
in an ad campaign to sell its new 
comedy, “Don Juan Quilligan,” 
starring William Bendix, Joan 
Blondell and Phil Silvers to the 
public. 

Sid Hoff cartoons, with Bendix 
immediately recognizable as the 
main character, are captioned with 
such defamatory remarks as “This 
picture will win the Academy 
Award. We don’t know how ... 
but we’re working on it.” 

The series of 10 advertisements, 
written by Hal Horne, advertising, 
publicity and exploitation direc- 
tor of 20th Century-Fox, will 
appear shortly in New York metro- 
politan newspapers as the fore- 
runner of a similar campaign 
throughout the country. 


Hansen to Free Lance 


Robert R. Hansen, sales promo- 
tion manager of WGN, Chicagi 
has resigned effective June 23 1 
free lance in public relations, pro- 
motion and radio-television con- 
sultant work. He will represent 
American Stationery Products as 
public relations and promotion di- 
rector, and will maintain offices 
with the firm at 817 W. Washing- 


ton Blvd., Chicago. He will also 
serve as consultant for radio 
shows. 


J. E. VAN NESS 


Newly Appointed 


NATIONAL 
ADVERTISING 
DIRECTOR 
WICHITA 
EAGLE 


Mr. Van Ness, during 12 year 
as a retail and wholesale grocer 
. executive, learned how food an 
grocery store products move fro 
manufacturer to consumer. / 
an executive for a metropolita 
daily, he developed proved poin' 
of-sale merchandising plans, 4° 
tailed analysis of the strengt 
and tone of a market. 
The judgment resulting from thi 
practical experience is availab! 
to advertisers who wish to ap 
praise the Wichita Market. An: 
this Judgment is guided by th 
basic Eagle policy of fosterin 
sound advertising procedure. 


The Wichita Erg 
ING - EVENING - SUNDAY 
WICHITA, KANSAS © 


= ee 
PY a a | oo | 
| eet eee | 
‘ before they ‘ bh 0 
Q tow him oul q q 
| j S | eet 
| | * ef fo} , | 
. ‘ ) 
: ( 4 i } 
| i — mK 
| iz 
“ | 
7 4 y i 
| : Cae) : ; 
| Sn a ihn a 
a ae 1 eee 
_———$3 $$ — ——. mm — ___ aonoerr~ a ia * 
&g ; Siuvers. —— 
, ; DON JUAN QUILLIGAN | 
ee mt tammtes —— 
i 5 ' . ‘ s ' & ’ ‘ 
% —_— We st lla eg one eee ee ee: si q 
Bis Neon eimai a ag 3 P pats any eS ste 
Se acum he ‘ - oO ee, ee le } 
: 3 ‘ - pe fe; oad } si rs ei ; | 
= ‘- / a ia gee ae: r 
rf - ¥ HA a Fe 4 ee : 
? # ~ \ ) XK i ny SFP My 7 i= : } 
* fa Vue ie * ' ” . | 
gil : I At y 5 a Ks re . ee eae 
(3 ee N | ik: Gof, Jd XN \N ile’ f aa | 
a: Y ap ot \ oe Lae ft) f i F § : 5 > Pie > se it ae = gigas ; | 
ty wes = ~ eee aad i & = a bee 4 . ay aH s oi : | 
> tans “ee — : “ a 
a ae i ON ye ee ye an i ie o ae 
=’) os Ee ee eg) ee 
“& Dies 5. etl a, —* ae % a aad , cl * a 
: Sg Sen + Ml > >> < : <a i ee 
| ges hj xX \a@=- aul “aay \ =: aes = 
a , —— ‘ \ ae Gee ie main 
Crean _- We Eee ‘alia 
j — Be ee 
E Ny —* ah .° 7 q : . Laat ie q 
« J = ill e = i‘ | ‘ rs : mer ll J 
| urifan Rniffing Pills |\ ae A, -le 
i p a f } : (= —_~ | 
; ee Pe: = ; Pte oan pie 
; Sunes a ON: re Bh ts — > | 
4 x 5 on 3% a si = | 
i: ake Tih fe rr T SportswEAR ie : “ 
pet ee Se 8 - | 
e an 4 $ a 2 os 
, a ae : : SSS. | 
— a ee | . CIEE 
i SSS 4 { N \ 
Dedicated to \ 
Sg a sound Advertising | 
Se TOOL } Procedure in Wichita | 
SE 
7 _—— 
More than a Mi 
: 
at | 
a 
l 
ADVEF . RK . HRICAGO e BOSTON e Ph ALELPH e CLEVELANI e ETROIT ° AN FRANCISC( 


| 1945 


Never Underestimate the Power of a Woman! 


ntury- 


| i, \ 
| 4 
an i Uh, 
Nor the power of the magazine 
which has the largest 
* audited circulation of ANY magazine, 
i given it exclusively by women 


Adres HO*F JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Six Join Federation 


Advertising Federation of Amer- 
ica has elected the following mem- 
bers: Wilkes-Barre Publishing 
Company, Wilkes-Barre, Pa.; 
Doyle, Kitchen & McCormick, Inc., 
New York; R. E. Lovekin Corpor- 
ation, Philadelphia; Fred H. Eber- 
sold, Inc., Chicago; Service 
Woman, New York, and WKPT, 
Kingsport, Tenn. 


ABC Adds Members 


Audit Bureau of Circulations has 
added the following members: 
Agencies: F. H. Hayhurst Com- 
pany and Harry E. Foster Agen- 
cies, both Toronto. Magazines: 4 
Most Comics, New York; The 
Model Railroader, Milwaukee, and 
Premium Group of Comics, New 
York. Newspaper: Eagle, Butler, 
Pa. 


Fraser Promotes Gin 


Glenby Fraser & Co., New York, 
is promoting Cocktail Hour sloe 
|gin in 300-line black-and-white 
copy in the Herald Journal, Syra- 
cuse, and the New York Daily 
News, Sun and World-Telegram. 
Agency is John H. Owen, Inc., 
New York. 


Ad Club Names Darr 


John W. Darr, president of the 
Institute of Public Relations, has 
been appointed chairman of the 
war activities council of the New 
York Advertising Club to serve 
during 1945-46 with 19 other 
members of the committee. 


Wandres joins Lansing 


Charles Wandres, with the Gen- 
eral Electric Company, Bridge- 


port, Conn., for more than 15 


QUESTION-ANSWER THEME—The current 24-sheet poster series of Red 

Top Brewing Co., Cincinnati, uses the line popularized in its radio campaign 

last fall, with the same headline appearing in a new design released each 
month. 


years as sales manager in the|joined the staff of Lansing Asso- 
electronics department and adver-|ciates, Inc., New York, public re- 
tising manager for G-E radio, has| lations counselor. 


There is Nothing more convincing 


than a CHAMP! 


When it comes to figures, form and performance, Electrical Merchandising 
rates the title of CHAMP in the Electrical Appliance Publications field. 


For 37 years it has been accepted by re- 
tailers and the industry as THE authoritative 
source of statistical material. THE accepted 
source of important reporting. THE ac- 
cepted source of long-range thinking and 
truly helpful advice. 


What an ally to have in one’s corner during 


these fast- 


changing times! 


Retailers think so by an overwhelming ma- 


jority of as much as 7 to one—and Electrical 


Merchandising’s circulation of over 25,000 


ELECTRICAL MERCHANDISING 
The Retailers’ Choice by 7 to 7 


A McGRAW-HILL PUBLICATION - 330 WEST 42nd STREET - NEW YORK 18, N.Y. 


covers all worthwhile outlets in the appli- 
ance and radio field. Outlets including 
department stores, electrical specialty deal- 
ers, contractor dealers, utilities, hardware, 
house furnishings and furniture stores. 
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Plain Spoken Air 
Ad Liked Best, 


Survey Shows 


Cleveland, June 12. — T! 
straight spoken radio commercj 
is preferred over all other kin 
by nearly 80% of the responden's 
to a survey recently completed }, 
the Radio Council of Greater 
Cleveland. Singing commercia|s 
would be banned by 59.86%, the 
study revealed, while 71.68% said 
there are commercials which turn 
them against buying the products 
advertised. 

The survey covered the Cleve- 
land area and most of the an- 
swers came from adults represent- 
ing professional, educational, re- 
ligious and cultural groups. 

Bob Hope’s show, sponsored by 
Lever Bros. for Pepsodent, and 
“Fibber McGee & Molly,” spon- 
sored by S. C. Johnson & Son for 
its wax, were listed as the top 
programs whose commercials are 
presented “in a way that appeals.” 

Objectionable features of com- 
mercials included a never chang- 
ing mode of advertising, exag- 
gerated claims for products, high 
pressure salesmanship, newscast- 
ers on commercials, poor voices, 
poor grammar, poor music, poor 
taste, overdramatization, reading 
of testimonials, repulsive subject 
matter, spelling of trade names, 
talking down to listeners, same 
tone and enthusiasm for ads as 
for news, “too realistic,” louder 
than rest of program, and repeti- 
tion of identical phrases. 


French Ad Federation 


Chief to Resign Post 

M. Charles Maillard, chairman 
of the Federation de la Publicite 
Francaise, Paris, for more than 
25 years, has announced his resig- 
nation from the post. 

Immediate future of the organi- 
zation, which includes representa- 
tives of advertisers, media, etc., 
has been thrown in doubt by action 
of the French government, which 
has set up a compulsory group 
known as the Office Professionel 
de la Publicite. 


Agency Changes Name 

Ray-Hirsch Company, New York, 
has changed its name to Ray- 
Hirsch & Waterston. Murray 
Hirsch is executive director of the 
agency, and Harry C. Waterston, 
managing director. 


KMOX Names Sexton 

Jack Sexton, featured announcer 
on KMOX, St. Louis, has been ap- 
pointed program manager of the 
the station. 


EVEN AN ADVERTISING 
MAN WARTS A HOME OF 
Wis OWN. - - +: 


Regardless of whether YOU! 
“dream home” is a cozy cotta; 
or a magnificent mansion, you W! | 


If your plans for the fast-approaching days . | 
of keen competition call for dealer accept- | 
ance, dealer organization and dealer loyalty 

—plan to have The 


Champ in your 


corner! 


* 


A Te aie ee 


want a copy of “How To Pla» 
The Home Ver Want,” in your 
home idea file. 


Its 32 pages are packed full 
valuable ideas in home design an 
new equipment that you will war! 
to know about. 

Written by our own staff of a 
cepted authorities on all moder 
phases of home building—men a! 
women whose lives have been d 
voted to the building business, 1! 
eight easy-to-read chapters cov: 
everything from financing to sol: 
heating. 


Send for yuur copy today. 


PRACTICAL BUILDE! 


59 E. Van Buren Street, Chicag¢ 


at 25e I can’t lose—Send me “How | 
{ Plan The Home You Want.” ; 
Name ——e | 
‘ 
{  Address__ - | 
© City 7“ _State___ | 
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In the lobby of The Chronicle Building 
is a conventional honor-roll of men and 
women in the armed forces . . . a list that 
has grown steadily since 1940 and today 
represents an alarmingly high proportion 


of Chronicle personnel— 188 in service. 


The 1940 payroll listed 582. 

Since 1935, The Chronicle deliberately 
recruited a young staff, has lost heavily in 
consequence. Today the paper is short 
handed as well as papershy, has been forced 
to pare its liberal local news coverage, and 
also sacrifice editorial niceties that take 
time and talent, omit many characteristic 
columns, features and services. Because— 


National Advertising Representatives: 
SAWYER, FERGUSON, WALKER Co. 
Chicago, Detroit, Atlanta, San Francisco 


out of 188 Chronicle people in service, 


100 are from the editorial department! 


S. today’s rationed editions are merely 
a reminder that the Chronicle tomorrow 
will be one of the world’s best newspapers. 

The long Honor Roll is Life Insurance 
for The Chronicle—provision and promise 
that this newspaper will be in tune with 
new times and the new readers... in key 
with the 14,000,000 veterans who will 
supply most of the public opinion, private 
enterprise and national policy tomorrow. 
The Chronicle staff will have the right 


prevailing attitudes ... to keep the news 
columns significant, to give the type of 
public service that gets public support. 
And for the advertiser, The Chronicle 
will have not only the earned prestige of 
its past, but the current confidence and 
indigenous integrity that contributes more 
to an effective advertising medium than 
circulation or linage records can show! 
Chronicle representatives can outline 
this newspaper’s postwar policies and 
RI. program which may be helpful in 
hi — 
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Council Releases 
Campaign Guide 
on ‘Loose Talk’ 


New York, June 14.—Advertis- 
ers, agencies and media are re- 
ceiving this week copies of the 
new campaign guide prepared by 
the War Advertising Council in 
cooperation with the OWI, Army, 
Navy and FBI, dealing with the 
“loose talk” menace as it applies 
to the Pacific war. 

Entitled “How Your Words Get 
to Japan,” the guide presents facts 
supplied by the Army, Navy, FBI 
and Office of Censorship on how 
“American talk is making the Jap 
war tougher, deadlier and longer 
for our fighting forces.” 

Rough layouts of newspaper ads 
are offered in the guide to explain 
the danger of “loose talk,” the in- 
formation the enemy wants. Ad- 
vertisers are asked also to use 
posters, car cards, radio, window 
displays, house organs, dealer ma- 
terial and any other media to put 
over the message to the public. 

Enclosed with the guide is a 
booklet dealing with the honorable 
service emblem—which the coun- 
cil urges be used by advertisers 
wherever and whenever possible. 


Mrs. Stephens Named 


Toronto Club Secretary 

Mrs. Rhena V. Stephens has been 
appointed executive secretary of 
the Advertising and Sales Club 
of Toronto, suc- 
ceeding Marga- 
ret E. Hughes, 
who has re- 
signed. 

Prior to her 
appointment, 
Mrs. Stephens 
was statistician 
for Canada’s 
Wartime Prices 
& Trade Board, 
and is a ee 
ber of the 
speakers’ panel Rhena V. Stephens 
for the board’s consumer branch. 
She is also a member of the board 
of directors of the Canadian Busi- 
ness & Professional Women’s Club. 


Four A’s Elects Grey 

Grey Advertising Agency, New 
York, has been elected to member- 
ship in the American Association 
of Advertising Agencies. 


If you sell 
FRUIT JUICES 


You Need WIBW 


In Kansas, and parts of six 
adjoining states, WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their en- 
thusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us 
prove it to you by RESULTS. 


— > 
WIBW 


"The Voice ff Wamaaa" 


Topeka... Kansas 


Oliver Expands 


Oliver Corporation, Chicago, 
farm equipment manufacturer, has 
established a new merchandising 
department under the direction of 
R. D. Merrill, former branch man- 
ager at St. Louis. W. E. Fulton, 
advertising manager, has been ap- 
pointed assistant merchandising 
manager and will continue to di- 
rect advertising and sales promo- 
tion. C. C. Lawrence has been 
named St. Louis branch manager 
and W. A. Finnegan manager of 
the Peoria, Ill., branch. 


Divide Paint Sales 


Brandram-Henderson Ltd., paint 
manufacturer, Montreal, has di- 
vided its sales department, with 
Fred A. Mann named director of 
railway, marine and _ industrial 
sales, and Sydney A. Silvera di- 
rector of export and trade sales. 


Dooley Asserts 
Annual Reports 


Boost Good Will 


New York, June 13.—The prog- 
ress and improvements in annual 
reports in recent years have done 
more to build financial and stock- 
holder good will than have any 
other media reaching this segment 
of the public directly, said Edwin 
B. Dooley, director of public in- 
formation, General Foods Corpo- 
ration. 

Speaking before a _ luncheon 
meeting of the Sales Executives 
Club, Mr. Dooley pointed out the 
need for a company to have the 
good will of its stockholders 
cause they are the people 
whom the management works. 
gave the following reasons 


maintaining their good will: 

“1. They constitute a pressure 
group for the purchasing of the 
company’s products. 

“2. Their good will is an asset 
to the whole enterprise as each of 
them influences his family, friends 
and neighbors. 

“3. Their good will helps assure 
smoother management by reason 
of adequate management proxies. 

“4. Pleased stockholders may 
save the company large sums of 
money in instances where refi- 
nancing is in order. 

“5. Contented stockholders in- 
directly have a bearing on the 
opinion of investment council, 
bankers and brokers whose good 
will is obviously important.” 

“By means of an _ intelligently 
planned and properly edited an- 
nual report, stockholders can get 
from the management a compre- 
hensive picture of the company’s 


Advertising Age, June 18, (945 
progress and, development,” \[r. 
Dooley said. 

Handles Arvey Radio 


Burlingame & Grossman, ( 
cago, has been appointed to har 
radio advertising of R-V-]! 
flexible window material, prod 
of the Arvey Corporation, C 
cago. The agency has hand 
media advertising on a num)e 
of Arvey products for the past 
years. A radio schedule, parti y 
larly in the agricultural mark 
is being prepared for fall. 
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Home Economist Named 


Margaret Murray, formerly 
home economist for Pendleton 
Dudley & Associates, New York 
public relations firm, has joined 
National Biscuit Company, New 
York, as director of home eco- 


nomics. 
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Clothing Drive turers jAnstitute, was advertising | Form Printing Group ‘Technical Admen Elect | 
Nets 68,252 T Bowles was the volunteer agency |for Government Relations), 0° oy the ‘Stee! Commmy ot | 
| Ss si ons and Douglas Meldrum represented | Printing Industry of America, | Canada, Montreal, has been elected | 
Cai. New York, June 13.—The United the War Advertising Council. |Inc., Washington, is being formed | president of the Technical Ad- 
1an ‘le § National Clothing Collection cam- petene — eee trade | vertisers’ Association of Montreal. | 
V-1 iign, which closed M 1, rai 1 |organization for e commercial|R ld Smyth, advertisi an- | 
rod:ict ‘tal ae Saaer « Arege Bet Free Elect Directors | Printing industry in matters of rhe Hessinian Rubber ‘Coenneny, | 
Cii-ff of clothing, shoes and bedding Eric Choyce, of the Toronto of- | government, public and labor re-| was elected vice-president: H. S. 
nd'eq # trom 6,623 organized communities fice of Cockfield, Brown & Co., lations. Organizing forces are the| pytnam. publicity manager, Cana- | 
um! er | in the country. and formerly head of the London, | joint task committee of the United | dian Marconi Company secretary 
ast <ix Four days after the conclusion England, office, and A. M. Griffith, Typothetae of America and the | and W. E. Stone, account execu- 
irticy. of the campaign, the Advertising account executive at Montreal,| joint committee on government | tive. Ronalds Advertising Agency 
arket Checking Bureau had turned in have been elected directors of the| relations of the commercial print- | treasurer. at 4 
BoB nage Sg Sg hd ed sigs cy te gest cd te ane ear eons 
papers and 1,248 from weeklies. cnerenaremmenitinscnioes gn , si J hl F A TEXAS), LOUISIANA 
The advertisement * zation’s program. uni rorms Agency : 
led al locale. Ss were spons Flannery to Beacon clint ara a Leif R. Juhl, formerly vice- 
feu’ | Henry J. Kaiser was national| pest Foods Ine. pormerly with) Heads Maytag Sales | Seat Ene Oraeres Sele tame 
eton # .U: , : : es oods, inc., has been ap- jager of H. & A. Selmer, Inc., 
York j chairman of the committee; Dan A.| pointed Metropolitan New York| Verne R. Martin, former Kansas | Elkhart, Ind., band instruments, 
joined West, executive ~ director, _and and northern New Jersey sales| City assistant branch manager of|has opened the Juhl Advertising 
New Lawrence Boller directed national| representative of Beacon Chem-| Maytag Company, Newton, Ia.,|Agency in the Equity building, 
ae publicity. Gordon Cole, advertis-| ical Corporation, with offices at|/has been appointed general sales| Elkhart. It will specialize in music 
ing director of the Can Manufac-/|136 Liberty St., New York. manager. iand electronics accounts. 


If you do, we can help you. Our copy service department is fully 
equipped to prepare catalogs — it will write copy, prepare lay- 


outs, handle all production. 


This service is an adjunct of E-B-R. But we do not restrict this service 


just to material that will be run in E-B-R. In addition to running 


your catalog in this electrical reference, we can provide plenty 
of preprints, or reprints, for distribution to your own catalog 


mailing list. 


We will gladly explain the details, and show you how we combine 


economy with extremely fast service. Write or wire today. 
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with its 
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is the No. 1 Medium 
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NY Adclub Sets 
Up Veterans’ 
Guidance Group — 


New York, June 14.—The Ad 
vertising Club of New York, in 
cooperation with 21 advertising, 


marketing and selling organiza- 
tions, has organized the Veterans 
Guidance in Advertising Commit- 
tee to aid returning servicemen 
already familiar with advertising 
in finding jobs most suitable for 
their particular qualifications. 
Initiated by Allan T. Preyer, 
president of the club, the service 
will be limited to veterans in the 
New York area in cooperation 
with the Veterans Service Center, 
the WMC, Selective Service, State 
Veterans Bureau and the Veterans 
Employment Service of the USES. 
Veterans with previous adver- 


| | be 
| ganizations to a central interview- 


| tising experience as well as those 
| interested in entering the field will 
referred by participating or- 


ing office at the club. Advisory 


| committees, composed of represen- 


tatives from each of the organi- 
zations, will provide panels for 
screening the veterans into their 
respective fields. These panels will 
meet with veterans every Tuesday 
evening. 


AFA Elects Six 


Advertising Federation of Amer- 
ica has elected the following to 
membership: D. P. Brother & Co., 
Detroit; Henry L. Davis Company, 
New York; Lavenson Bureau, 
Philadelphia; Denfield-Davis Pub- 
lishing Company, Chicago; 


gan Advertising Company, Mans- 
field, O. 


In famed courtyards of New Orleans... 


On frond 


Poche in Mississippi... 


Folks turn first to - 


NEW ORLEANS 


pie OF LOYOLA nails 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 


Daily | 
Tribune, Hibbing, Minn., and Mor- | 
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JUNE ADVERTISING LINAGE IN NATIONAL MAGAZINES 


——1945———,, -1944—— c 1945 \e 1944—— 
Pages Lines Pages Lines | Pages Lines Pages Ling 
| GENERAL pe A ee eee 80.7 35,673 72.0 31,f 
*Ace Fiction Group.... 8.0 1,800 ee ctxcect Soe C2 SOBRSS) 6.3.<s- 151.3 $5,647 132.0 83,424 
American Magazine ... 67.1 28,193 62.8 26,419 | WOME D 2IOF ob.0% ies 41.5 17,824 37.7 16,16 
| American Forests 13.0 5,460 12.2 5,110 Woman’s Home 
| American Home ...... 52.7 33,312 52.9 33,440 Companion ......... 60.9 40,824 58.0 39,448 
*American Legion 24.3 10,281 23.0 9,951 — — 
|Asia & the Americas.. 2.0 858 2.6 1,100 Total Group 2,277.6 1,127,882 1,952.8 959,94 
| Better Homes & “STANDARD 
| Gardens ........+++. 6.7 35,824 52.2 33,002 | American Mercury 10.0 1,816 6.7 1,218 
|+Christian Herald 29.0 8,186 19.0 8,140 Atlantic Monthly ..... 45.0 18,900 42.5 17,85 
PEOURUNEE -6e 05.6000 566.86 3.9 2,653 5.4 2,989 Harper’s Magazine 57.6 13,716 46.1 10,962 
| ns 72.2 30,960 63.9 27,414 een 
| Dell Detective Group.. 22.0 9,435 20.2 8,650 | Total Group ........ 112.6 34,432 95.3 30,030 
's view 3f 1,738 28. 2 | 
ike” PEE hea esas Ar eet 4 : eet OUTDOOR 
rere eee ee oe ‘ 12 3. 5,77 Arve . . 9 99 Q Kan 
|Esquire (Natl.) ...... 85.0 57,071 82.4 55.315 | American _Rifleman rs: 30.9 12,964 $2.2 13, 
| cee IP a lel aa 14.1 9775 11.3 7.785 Field & Stream ewe eer 75.6 $1,769 53.5 22,4 
lFortune .............- 194.5 132,919 191.0 120,713 | Fur-Fish-Game ...... ee eee: ae 
re — 9 - One ce 900 Hunting & Fishing.... 25.1 10,549 21.5 9,( 
Grade Teacher, The... 13.2 5,809 13.0 5,728 | Outdoor Lif 69.6 29,22 49.8 20) 
House Beautiful ...... 86.8 54,842 54.9 34,697 | utdoor Life ......... at =0,5E0 9.§ 0,935 
House & Garden...... 17.2 48,797 61.0 92,288 | CUCROCES .n-.-..s--ss- oe” eee RE 1,264 
Improvement Era 18.3 7,911 16.1 6,916 | Sports Afield ......... we. eee 6S 10 
iceitinemicanies 7 9. 2 ¢ 9.537 a 7. oe i 
sete ool SO eles iat. Serene 300.0 126,140 227.5 95,71 
Group a Pe ere 12.7 6,749 13.0 6,546 JUVENILE 
| Mechanix Illustrated . 59.3 13,294 49.3 11,017 | American Girl ........ 13.3 5,602 10.3 4,330 
|Motor Boating ........ 85.9 50,482 84.5 49,711 | Boys’ Life ............ 21.3 14,496 18.8 12,746 
National Geographic .. 33.0 7,812 33.0 7,807 | Ce Ns a eens as 3.4 1,420 3.9 1,618 
Nation’s Business 59.9 25,152 52.1 21,883 | Open Road for Boys.. 14.7 6,174 8.9 3717 
iNature Magazine s 4.2 1,801 3.8 1,464 a = 
Popular Mechanics ... 109.0 24,416 99.8 22,344 Total Group ........ 52.7 27,692 41.9 29.41 
Popular Publications.. 18.0 4,021 10.5 2,352 | 
| Popular Science ...... 123.6 27,678 105.0 23,520 WEEKLIES—MAY ake 
PUG Gide Wasa savas 52.1 22,339 47.1 20188 American Weekly 59.8 59,848 59.7 59,702 
|+Rotarian ............ 14.2 5.971 9.8 4,211 Business Week ....... $01.3 126,547 299.2 125,679 
Scientific American 20.3 8 728 10.6 4,546 Christian Advocate ... 17.1 7,173 16.0 6,726 
cisenk & Genie ee GURNEE aasswctecaness 183.0 124,437 184.0 125,111 
Fiction Group ...... 5.5 1,942 4.5 837 J ee Se ie ee eee 102.0 43,776 82.8 35,531 
OS the 3 35. 14,758 35.0 14,802 | Family Circle ........ 65.0 27,996 8950.0 21,39 
Thrilling Group ...... 18.7 4,186 14.4 3,218 | Forbes ............4-- 60.5 25,974 46.2 19,8 
Town & Country ..... 80.3 53,970 68.8 46,221 SENG Sad reae 6 iecu ene’ 40.1 24,750 29.0 17,35 
Woodmen of the World 3.2 1,360 4.3 1,844 | Liberty ........-.+.... 139.6 59,882 8 = 99.0 2,454 
OE ae ae ee 88.2 51,862 80.3 47,216 DEE ibbesacienesaves 263.5 179,161 $12.0 212,12 
sitll ON ee ee ee eee 109.5 74,457 102.0 69 
Total Group ........ 1,714.5 $30,895 1,515.3 736,633 | bNewsweek .......... 288.1 (121,012 295.4 = 124,08 
WOMEN tNew York Times F 
ME! acai q or 89.551 
DME a easciasennss Te Bae oi week ee 
| 89.3 38,324 61.7 26,455 aPathfindsr .......... 46.7 19.600 36.8 15.440 
Good Housekeeping ... 116.7 50,079 99.4 42,640 Parade .... th tie Sra 32.4 23.226 21.9 15.652 
Harper’s Bazaar ..... 89.7 56,679 73.9 £6,099 | ebie ............,.. ie i 5.8 3.995 6.5 4.420 
J” 9 Revers cra ve 18.1 18,748 14.0 10,616 Saturday Evening Post 247.9 168,598 246.5 167,586 
Household Oese er I 22.3 15,171 19.9 13,508 | scholastic ............ 30.5 12,839 33.1 14,237 
Ladies’ Home Journal. 88.5 60,146 94.4 64,222 | This Week Magazine.. 45.6 37,600 48.1 39,7 
Mademoiselle re eee 136.0 58,344 112.0 48,048 NI oe tae res 268.8 112,904 334.4 140,444 
BRCCBINE 5. cccccscvcess 69.4 47,171 69.5 47,286 | tnitead States News... 169.3 71,103 169.1 71,022 
Modern Romances a _ 
0) rere ee 6.0 24,024 50.7 21,741 2765.5 2 
Modern Screen (MM).. 65.4 28076 67.5 24.665 |. ’2! Group ----.--. ns eee neve 
Motion Picture (F).... 71.5 30,672 68.3 29,303 *Not included in totals. 
*Movieland ve oeee ass 36.7 15,764 Sins ease aFive issues 1945; four issues 1944. 
Movie Life ........... 37.9 16,271 38.4 16,474 bFour issues 1945; five issues 1944. 
Movie Show .......... 54.9 23,560 39.7 17,039 cOne issue 1945; two issues 1944 
Movie Stars Parade 38.0 16,306 37.5 16,118 dJune and July issues combined 
Movie Story (F)...... 66.8 28,651 65.5 28,068 +Page size changed. 
SOUGOE gaccikdnraeawere 37.8 16,236 38.0 16,339 
Parents’ (N. Y. Metro CANADIAN 
[Ree Te ee re 88.5 37,947 81.0 34,758 Canadian Home 
Parents’ (Nat’l) ...... 83.1 35,629 74.7 32,056 | 41.3 28,106 41.6 25,206 
Personal Romances 31.1 13,359 30.5 13,110 Canadian Homes & 
Photoplay (Mac) ..... 66.1 28,361 54.5 23,383 NY “Scie co 65 00 eas 45.6 30,612 36.0 2 
WOUSMEMOES cade dances 60.1 25,766 48.2 20,663 tT Pee ee 45.7 31,047 38.3 26,07 
Radio Romances (Mac) 40.2 17,243 37.5 16,099 ye rere 47.0 20,017 50.0 9 
*Real Romances ..... 20.9 8,985 Maclean’s (2 issues) .. 65.0 44,214 65.1 14,24 
| ee 20.9 8,985 cess wm t I nS ge os 46 66:8 0 57.5 38,627 61.9 41,62 
Screen Guide ......... 36.6 24,866 28.5 19,363 National Home Monthly 34.0 22,852 32.0 22,00 
Screenland Unit ...... 47.5 20,363 38.1 16,349 FU WROEED bicosccdias 32.0 21,760 29.0 1 
Screen Romances .... 55.2 23,666 52.3 22,437 Revue Moderne, La.... 26.6 18,135 24.7 | 
EE. Naw aed oo sacusew 19.4 8,324 17.8 7,621 Revue Populaire, Le.. 29.8 20,869 26.5 | 
| Seventeen ............ 101.0 68,665 28.5 19,363 “Samedi, Lie .ccccceses 35.9 25,148 36.8 
True Confessions (F). 65.8 28,226 60.5 25,947 ae dete 
True Experiences (Mac) 44.1 18,931 41.0 17,576 woees GOED 6 kikckccs 460.4 301,387 441.9 28 3 
True Love & Romance —— ‘ si 
CBee? scinevaccieda’ 44.1 18,923 41.6 17,854 ! *May linage. 


_Allis-Chalmers 
Names Sales Heads 


Marshal L. Noel, formerly in- 
dustrial sales manager of the trac- 


tor division of Allis-Chalmers Mfg. | 
been | 


Company, Milwaukee, has 
appointed general sales manager 
of the division. William J. Falk- 
ner, formerly manager of the trac- 
tor division's Washington, D. C., 
office, will succeed Mr. Noel as 
industrial sales manager. 

Other appointments 
ricultural sales 
Gratner 
ager, Louis 
tractor wheel sales, 
and Boyd S. 


manager, 


Adams; industrial 
Ernest Franks: 
Oberlink, formerly 


include: ag-| 
mm A. 
- harvester line sales man-| 


| now assistant to 


tant the vice-president, 
| tractor division. 


'Stanley High to Address 


Snapp Award Luncheon 


Stanley High, roving editor of 
the Reader’s Digest and one of 
the group of journalists invited to 
inspect German prison camps by 
General Eisenhower, will address 
the Chicago Women’s Advertising 


|Club luncheon June 26 at the 


Hotel Continental. 
The club will also present the 


ninth annual Josephine Snapp 
award, given annually to the 
woman in the United States who 


makes the most outstanding ¢ton- 


‘assistant industrial sales manager, | tribution to advertising during the 


| 


year. Charles Luckman, pres 


of Pepsodent division of IL: 


Bros., will present the award 


Mawhinney Joins Dell 
Andrew Mawhinney, forn 


|promotion director of Parade 


The New Yorker, respectively, 
joined Dell Publishing Com}; 
New York, in a similar capa 


Baker Appoints Pierce 


Lucian E. Pierce, with the /.s 
sales division of the Walter Bee! 
Company, Inc., Chicago, for ‘% 

past five years, has been appoi!'¢¢ 
manager of the Philadelphia of ic 
succeeding the late S. H. Stay 0? 
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si OUT TANKS 
ra THESE DAYS... 
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Her husband worked there before her, when they made autos for pleasure. Now she’s doing a job to help 
bring him back sooner . . . and she’s caring for a growing family as well. 

That’s typical of the expanding horizons of American women today. And it’s why they’re so keen 
on the new Companion—the magazine that’s living up to its name by serving as partner and guide 
in all the varied new problems which women face. 

Take the June Companion for instance . . . “We Came as Conquerors” by Helena Huntington 
Smith, Companion Foreign Correspondent, is “must” reading for the woman who’s trying to form 
an intelligent judgment on the postwar treatment of enemy countries. It’s doubly important, too, 
for every woman with a man fighting abroad. 


In “This Family Business” the June Companion also brings wise counsel to the couple now 


planning to own their own business after the war. And as always the homemaking pages save time 


asicient and trouble for war-hurried wives. while the top-flight fiction gives weleome escape and relaxation. 
Lever , ae eer we ' 
“d Today, as the transition back to peace looms closer, the Companion is more important 


than ever to women. For it is edited to spotlight the future and to help them carry over 


i into postwar days their new, broader 
(e 4 interests and skills. 
7 When those days arrive, estimated 
- national retail spending will be nearly 
twice the best previous figure—with 
> bulk 80°) of it spent by the woman. She'll 
Lg ; be more of a woman—and more of 
_e ~ a market—thban ever! 
ayion THE CROWELL-COLLIER PUBLISHING COMPANY, PUCSLISHERS OF 


WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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Bowles Moving In as 
‘Full Employment’ Champ 

Washington, June 14.— Henry 
Wallace and Senator James Mur- 
ray better look to their laurels 
as the spokesmen for “full employ- 
ment,” for Price Administrator 
Chester Bowles has appropriated 
the slogan for his own use these 
days, arguing that industry earns 
more by high volume-low margin 
production than by taking a 
healthy per unit profit. 

This is not mere political philos- 
ophy, it’s OPA’s battering ram in 
combat with the members of Con- 
gress who are weighing a number 
of amendments to the Price Con- 
trol Act liberalizing profit allow- 
ances for business. It is a ram 
propelled by an army of OPA 
statisticians who have produced 
figures, based on the reports of 


By STANLEY E. COHEN, Washington Editor. 


1,120 leading corporations, to 
prove that high volume compen- 
sates for increased costs, and per- 
mits record profits even under 
wartime conditions. 

Mr. Bowles likes to establish the 
belief that there is nothing basic- 
ally wrong with the pricing meth- 
ods established by OPA, and that 
they are unsatisfactory only to 
those who do not subscribe to the 
argument that everyone will be 
better off if industry contents it- 
self with small unit profits, and 
concentrates on making great 
quantities of things. 

Senator Taft apparently played 
right into Mr. Bowles’ hands, and 
he did not get far. The critics 
who are accomplishing most, in 
Congress and at OPA headquar- 
ters, are those who are avoiding 
violent attacks on the Jaw,, and 


asking only improvement of pric- 
ing standards, to assure a break 
for the low earnings people in an 
industry. 

ok % * 

Notes: Flushed with the success 
in fighting illegal use of paper 
which resulted from a rule making 
distributors responsible for the 
publications they handle, WPB 
has now amended its magazine or- 
der to forbid export for resale of 
magazines “that the exporter 
knows or has reason to believe 
were printed in excess of the pub- 
lisher’s allowable paper consump- 
tion under the order... . While we 
are on paper, the Senate now has 
a proposal for a newsprint inves- 
tigation, to be conducted by the 
Senate agriculture committee. 
Senators think government agen- 
cies aren’t doing enough to rem- 
edy the shortage. 

* * * 

Recommendation: Navy surveys 
advise against fancy toilet kits, 
cigarets, soft candy, cakes and 
cookies as Christmas gifts; recom- 
mend pictures, canned luxury 
foods, books, writing portfolios, 
service watches, pipes, pens, en- 
graved identification tags, water- 
proof wallets and cigaret lighters 


for men; and pictures, books, play 
clothes, lingerie and stockings for 
women. Retailers will be hearing 
about another Christmas mailing 
campaign through their retailers’ 
war campaign committee soon. 

* ok aE 


Trend: Surplus Property Board 
reports that 68% of all commercial 
sales of surplus consumer goods 
have been sales totaling less than 
$500, the implication being that 
small business can get its share. 
Despite a serious budget setback 
in the House, Administrator A. E. 
Howse contends that an over-all 
outfit like the Board is indispensa- 
ble to efficient sale of surpluses. He 
recommends that the _ disposal 
agencies use normal trade prac- 
tices, such as advertising, when- 
ever possible, but that the Board 
be on hand to keep an eye on what 
they are doing. Colonel Howse 
was formerly in the investment 
business. 

* * * 

Prediction: Treasury’s Tom 
Lane, going farther out on the 
limb than he did in this depart- 
ment two columns back, told the 
Advertising Club of Boston that 
measurable advertising in the 
7th War Loan will reach $27 


ee 


Postwar Homes 
WILL BE BUILT OR BOUGHT BY FAMILIES WITH CHILDREN 


2h of the postwar homes will be built 
or bought by America’s Biggest Home- 
Building Market—families with children. 


» 


This fact was established by a recent 
nationwide survey made by the War Pro- 
duction Board Office of Civilian Require- 


ments. 


Parents will be America’s biggest, most active 
and keenly interested market in the home 


building field of tomorrow! 


And PARENTS’ MAGAZINE is the only major 
publication whose growing circulation is con- 
centrated exclusively in this vastly promising 
consumer group—America’s Biggest Home- 


Building Market. For more than 18 years it 
has strongly influenced the pattern-of-living of 
America’s outstanding parents—and the up- 
bringing of their children. 


PARENTS’ MAGAZINE’s 725,000 readers de- 


pend on its monthly counsel to help shape 


their postwar housing plans. Month after 
month, it devotes more editorial space to 
BUILDING than any other women’s, general 


or weekly magazine. That is how PARENTS’ 


MAGAZINE creates a receptive preconditioned 
readership for your services and products. 
You can reach this important audience in the 
pages of PARENTS’ MAGAZINE every month. 


PARENTS wacazine 


52 VANDERBILT AVENUE, NEW YORK 17, N. Y. 
CHICAGO + BOSTON + ATLANTA: SAN FRANCISCO 
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to $28 million, and include more 
than 150,000 newspaper insertic»s 
worth more than $8,000,000, an a 
time high; the Treasury will have 
had 120,000 of the 270,000 outdoor 
panels; the cooperation of more 
than 900 national advertisers, aq 
the official Treasury: ad in mx 
than 2,000 magazines of all typ: 
Nearly 3,000 magazines will have 
used war bond covers. 
* * * 


In: William S. Bradley, successor 
of A. U. Fox as head of surplus 
consumer goods sales at the De. 
partment of Commerce, is de. 
scribed as an energetic and able 
boss. He’s number four in a chain 
of command at the agency, Mr. 
Fox, Ernest L. Olrich and Clifton 
Mack having preceded him. 

* * * 


Data: Washington’s Board of 
Trade has produced a “postwar 
plan” for the District which pre- 
dicts that 12% of the residents ex- 
pect to leave, with the exodus 
largely among wartime arrivals, 
military personnel and renters. . . 
Commerce has announced | that 
“Establishing and Operating a 
Metal Working Shop,” first in the 
series on small businesses orig- 
inally written for the Army, may 
be had from the Superintendent 
of Documents for 35 cents. 

* * * 


Forecast: Renewing his appeal 
for “vacations at home,” ODT chief 
J. Monroe Johnson adds that be- 
fore the railroads emerge from the 
redeployment problem it may even 
be necessary to curtail local group 
meetings. Currently up to ‘50 
transients may attend without 
bringing down the convention ban. 

* * o 

Precaution: OPA is checking up 
on auto dealers who are charging 
“warranted prices” for used cars, 
to see that they are equipped to 


provide reconditioning — services. 
* * * 
Product: GIs overseas will have 


more use for idle time, now that 
the Army is procuring 100,000 
handy radio receivers which will 
be issued to units of 50 men. De- 
veloped and standardized by the 
Signal Corps to operate on medium 
or short wave, on self-contained 
batteries or AD or DC current, 
they are tropicalized, occupy only 
a cubic foot, and are manufactured 
by Majestic, Emerson, Espey and 
Hallicrafter. 


NO 
SIDE 
LINES 


PRACTICAL is written and 


edited by Home Economics 


Teachers for Home Economists 
about Home Economics Teach- 
ing. 


Nothing to attract fringe cir- 
culation. 39 years of sound 
growth. A voluntary net paid 
without 
ments of any kind—and + 


48% increase 


circulation induce- 


in advertisin 3 
dollar volume 1945 over 194% 
. . . seem to indicate that it 
worth while doing one job we 


Wise Advertisers Take 
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468 FOURTH AVENUE NEW YORK 16, B 
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FAIRCHILD PUBLICATIONS 


for manufacturers, whole- 
salers and retailers of Women’s 
Fashion Merchandise and their 
advertising agencies. 


The first nation-wide survey of its kind made 
in the Women’s Fashion Industries. 


FIRST ANNUAL REPORT ON BRANDS: 


plus post-war Projection of Women’s Fashion Industries 


Prepared by Marketing Research Department of 
Fairchild Publications for Women’s Wear Daily 


Here is a vast store of statistical data that gives a clear- 
cut answer to many questions which heretofore could 
be answered only by “guess”. This extensive study 
opens up an authentic source of first-hand information 
on national and private brands... how they fared 
before the war... how they are figuring in today’s 
business ... and what manufacturers, retailers and ad- 
vertising men feel will be the influence of branded 
Women’s Fashion merchandise in the highly competi- 
tive era ahead. A year of questioning and compiling 


HERE are just a few of the highly important subjects 
graphically illustrated and reported in this 32-page study: 


1 Trend of national and private brands since first stocked. 


2 The.answer as to whether women will buy for fashion or 
dependability. 


3 Per cent of stores’ sales in branded merchandise. 
4 Advertising appeals listed in order of their effectiveness. 
5 Manufacturers’ brand trends by years. 


6 Advertising agency methods used to determine customer ac- 
ceptance of advertised merchandise. 


7 Per cent of merchandise which carries manufacturer's brand, 
private brand, or is unbranded. 


8 Retailers’, manufacturers’ and advertising agencies’ opinions 
as to increase or decrease in sales and price trends in Fashion 
Merchandise in the future. 


was necessary to bring you this accurate, fact-laden 


report. Going into all nine geographic areas, this sur- 
vey gathered its data from 138 stores in 83 cities. 1439 


questionnaires were answered by 1050 buyers and 


executives in the 138 retail stores 
sampled. Industries covered include 
Dresses, Coats and Suits, Millinery, 
Sports Wear, Wash Frocks, Bathing 
Suits, Blouses, Gloves, Lingerie, Cor- 
sets, Shoes, Hosiery, and Handhags. 
Send for your copy of this important 
survey today. 


Sa eS aS ae ae Se aS ae ee 


Women's Wear Daily 
THe RETAILERS WaTIOWAL Wewsraren 


A Fairchild Publication ¢ 8 E. 13th St. * New York 3, N.Y. 


/ 


nce: to those with a vital interest in branded Fashion Merchandise. 
Send for your copy now. One FREE copy is reserved for each interested firm. 
Additional copies can be obtained at $2.00 each. Please fill in coupon and attach 
it to your letterhead. 


‘TH : ik 


(4) 


WOMEN’S WEAR DAILY 

8 East 13th Street, New York 3, N. Y. 

Please send me my FREE copy of “FAIRCHILD PUBLICATIONS FIRST 
ANNUAL REPORT ON BRANDS”. 


Name_—— Ticle 
SS ee — saclay heereneedmancsiaited 
a ———— 
City SS —— 


(Add 1% Sales Tax if delivered in N. Y.C.) 
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Soldiers in ETO Oe ee en 


Food Chains 1945 1944 or Loss 1945 1944 or 
. Jewel ........0.c..e0se0+-$ 4,617,907 $ 4,380,203 +5.4 $ 22,860,092 $ 20,773,038 
Kroger Groc. & Bak. Co. 34.405'522  34.675.817 —1.0  169'588.024 — 166.586.237 
n iG e 0s War National Tea .... 7,327,056 —*7.795:072  —6.0 36,302.915 37 669,440 
Safeway .. ss essere. 49°567'481 52,208,469 —5. 242'565.238 -243.087.643 
Group Teel’ ..<....nkes $ 95,917,966 $ 99,059,561 —3.2 $ 471,316,269 $ 468,116,358 _ 
7 
Wants in Surve sag 
tSears, Roebuck ..$ 77,459,811 $ 81,810,333 —5.3 $ 316,005,247 $ 296,007,928 
*Spiegel ; ..... 5,666,684 25 369,446 Py 
Chicago, June 12.— Vocational | Montgomery Ward ...-.- $2,080,451 50,160,388 43.8 213,119,369 189,306,068 +12 4 
and technical training won top rat-| Group Total $129,540,262 $131,970,72! —1.9 $ 529,124,616 $ 485,313,996 +°9 
ing but advertising and salesman- ; 
. - Drug Chains 
—. <= well in one of the first) scion... -cce$ 978,554 $ 932,727 44.9 $ 7,850,412 $ 7,474,334 4.0 
ae a raphy: of bages ag Walgreen ............... 9,315,349 9,579,795 —2.8 46,203,173 47,637,732 —9 
soldier intends to Oasa Cilviilan. “9s ah ~_ - 
Results of the questionnaire sur-| Group Total .......... $ 10,293,903 $ 10,512,522 —2.1 $ 54,053,585 $ 55,112,066 — 9 
vey of the educational interests Of | Variety and Miscellaneous 
3,000 men in the Rurupean thewter| tele Se igi iat ue * Mee iz + iam § Games ae 
P ; : onsolidate et. ores (877, 683, F 7, 615,751 + 
of operations were dispatched to| chisna Stores... ‘972.726 837,728 -+16.1 9.232'519 8'009.267 1153 
ADVERTISING AGE by Lt. Nathan) Edison Bros. .....0..... 4,773,371 4,340,283 49.9 20,524,923 17,938,438 +144 
B. Abelooe. Si7th tates MEP ete ceca. ue meta atom 
ae ae s ranklin ores Corp...... y 4 , ‘ - 3488 17,495,641 +143 
Infantry Division. The study indi-| Cr wot. 13,392,670 —-14'331.687 —6.1 65.114.923 59'520.863  -1.9.4 
cates not only what subjects will} ¢Green, H. L..... 32... 5,108,620 5,344,372 4.4 205591091 19,776,743 40.4 
be taught in schools conducted by es Dept. Stores. . 3.444.242 3,465 576 =O! 14,207,906 12,765,274 +1) .3 
; . | Kresge, S. 115,14 16,889,599 +I. 82\267,79| 78'980.622 
the regiment, under the Army Ed- | (e's. 'H 9'337:927 10,080,601 —7.4 46920503. —47'731'35! 
ucation Program introduced tO} ¢lerner ... 7'773 881 7,674,689 -+1.3 29:395 002 26. 487.569 
combat troops shortly after V-E eet % 5.203.114 $733,375 5.8 26,655, 356 25,204,539 +5.2 
* = ~ ; cLlellan Stores ... , 208.6 194,15 +-0.5 12,398,691 11,460,461 +-8.2 
my: a, provides a Sr omer Murphy, G. C.....-..000: 7:490,047 —-7'5701072, —!.1 «35,693,116 31857456 +120 
stick for business men and educa-| Neisner’ Bros. ............ 2,901 465 3,098,153 —6.3 14,162,198 13,338,998 9 44.2 
tors at home. Penney, J. C............. 40,055,855 45,300,912. —11.6 199,716,165 188,372,472 +40 
Western Auto ........ 3'785,000 3.838.000 —1.4 18'569,000 15,560,000 +19.3 
To Revise Programs Woolworth, F. W........ 36,424,951 36,050,672 +1.0 175,944,567 —-:168.762'866 4-42 
The Army Education Program is| Group Total .. $175,409,552 $181,388,221 —3.3 $ 851,867,192 $ 801,246,043 
intended to prepare military per-| Combined Total ......$411,161,683 $422,931,025 —2.8 $1,906,361,662 $1,809,788,463 
sonnel for their return to civilian 
life and to help commanding offi-| *Not included in totals. 


cers maintain discipline and] ¢four month period. 
morale within their respective| ;Eight month period. 
J . units. The plan calis for revision}  aten month period. 
of military training programs after 
You Can t raise hostilities cease, for all units ex- 
cept those being transferred to 
other war theaters, to include the 
maximum amount of education, 


eo 
S recreation and athletics. 
ci ur a Wl Half of the members of the! 
317th Infantry regiment, represen- 
tative of many other units in the 


ETO, want to study: subjects in the 


@ The word POSTWAR sounds pretty seductive. It sure vocational and technical fields. Of 
has caused a lot of talk about After-Victory miracles. rad nigra ey Rms os ‘coh Ba 

‘ , study ; nder agricul- 
It brings up the story of the Australian furrier who ture: 15% prefer general educa- 
dreamed of crossing a mink with a kangaroo so he tion subjects, and 26% voted for 
could raise fur coats with pockets. . ree: Em business courses, including adver- 

P 8° SB ee ae tising, salesmanship, and “man- 
We will be the first to welcome meltless ice, roof-nest- aging a small business.” 


ing helicopters, tail-engined automobiles — and the pa- 


rade of slipstreamed gadgets floating around in test Qther Senties Requested 


tubes and press agents’ typewriters. Aside from the courses listed in 

eae Ge — the questionnaire, these combat 
But that only makes our basic job—more sales through troops also want to study such 
wider distribution— more important. varied subjects as air conditioning 


A ; k ‘ ne and refrigeration, advanced elec- 
Business will still depend upon the likes and dislikes | tricity, peat of the Diesel en- 
of two great groups — people who buy and consume; gine, college mathematics, music, 


ople who buy and sell. photography, pilot training, short- 
a Y ° hand, typing, welding and print- 


= No catchword or open sesame will lighten the respon- ing. 
sibilities of retail distribution. Department stores, inde- ‘ Nae nay of ne men se for 
. ; : : a one college post-graduate 
pendents, chain groups, mail order houses and direct work: 46 ave euliaae qenduntes nnd 
salesmen must all do a greater job than they ever 474 have had some supervisory ex- 
have done. perience in civilian work. 
Fr t t h —w oe blishi Twenty-eight basic subjects 
or twenty years we ! ave specialized in publishing were listed for the men ques- set Vi 
seven business papers* covering one phase of Ameri- tioned, and they were asked to Variety Vies 
ca's distribution—chain stores. Our contribution toward a Sek, eee ae ag for Vegetables! 
: . . — ‘ ° ° cnol e oO oUus as 
greater distributive efficiency is the supplying of in- page ae include sian er 
formation which is vital to any product or service with [MH | Agriculture ~ a on len Tankers 
chain store sales possibilities Crop MAMAmeMONe . +65 +0. +++. BF nas 
‘ Livestock Production ......... 308 not only seeds but garden 
Three of our marketing maps contain facts and figures Poultry Management ..... a tools ew a 
. ° . susiness even gardenia plants be- 
on grocery, variety and drug chain operations. We BAI, Gx5ccsasavccsssice 200 come 0 part of “hngules 
publish three free monthly bulletins that analyze de- Bookkeeping ..... 6-6-6 .+++s+- 213 buying” 
§ velopments in major chain fields. These services are et nese eer galled al fed 
ity ; oi ores . Business English ............. 125 | 
@ designed to help you plan chain field operations on Business Law ...........-.... 123 
ee : . : Managing a Small Business.... 370} 
mo factual basis. They are available to you without cost i, coe Guuerrielon i441 
he or obligation. o Personnel Management ....... 83] 
; ge : : A eS CE PP rT eee sweet y 
© Maybe it's about time we restricted our reaching tothe [HM | General Bducation 
kind you can do with at least one foot on the ground. §& American Economic Problems. . i 
American Government ... P 2 | 
a Foreign Languages ........ . 283] 
“" Physical Sciences ... ; a 
a Psychology ..... (ans , . 104 
The American Way..... 41 ‘ Z 
. Arithmetic (Basic) ... : 61 ie $ 
@ 185 Madison Avenue, New York 16 | \teendiaees ake mle tmaies Se Pease WIR ME Eiests (Sh.ck ‘em en - d 
¥/ . . P : Vocational and Technical Training W. Coast) ill us f thes ee 
612 North Michigan Avenue, Chicago 11 ; est Coast) will use more of these : 
iby) ° ° Auto Met nyt On eae rae 8-ton trailer trucks after the war to C. 5. Chamberlain, F. W 
oe lectricity for Beginners 36 speed up Aiticasine. Woolworth N. Y. Dist 


bk 
Radio for Beginners 369 - : . 
VARIETY EXECUTIVES EDITION GROCERY MANAGERS EDITION J Sameer a 306 DH W.Franke 
ie Carpentry 297 eee P 


Mechanical Drawing 243 


'3 “| Shop Mathematics 231 
VARIETY MANAGERS EDITION DRUGGIST EDITION ie 


Chapelle Co. Moves 


Headquarters for Variety Store 
Marketing Data 


SYNDICATE STORE 


GROCERY EXECUTIVES EDITION ADMINISTRATION EDITION J [i iiici oir. sibel yeh Ze 
Bes -hicago ma} keti ng consultant 
ec firm, has moved from 500 N. Ch 
i Dearborn St. to larger quarters 
FOUNTAIN-RESTAURANT SECTION na in the 188 W. Randolph St. build- 79 MADISON AVENUE, NEW YORK 16, N. Y 
js = ing, telephone Central 8814. 
re The company’s New York office 


The covers thal cover the chains that coverastmerica “\ has also. moved to larger space 
Et in the Woolworth building at 233 


SERS ee at er Basal Broadway. 
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| Ever hear of a mystery with 260 solutions ? 
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As A RULE, a mystery can have just one solution. So Mutual breaks 
the rule. 

Being the network that takes its showmanship seriously, we now 
dramatize mysteries that can have as many as 260 solutions apiece. 
Add new story-telling techniques and nationwide listener-partici- 
pation and gripping, original whodunit material, and you have 
“Calling All Detectives”: It keeps people on the edge of their chairs 
every Saturday night from 9:30-10 EWT. 

It works like this. Sparkling dramatization carries the story up 


to the point where all the clues and suspects are clearly revealed. 


Then local announcers telephone to a listener in every market on 
the hookup to ask for the answer, while the rest of the audience 
eavesdrops on the phone call. Each station rejoins the network for 
the dramatic windup, and a final cut-in presents a prize to the neigh- 


borhood criminologist who came up with the right solution to 


program and airs the name of somebody in every community on 
the line. That, gentlemen, is businesslike showmanship, with no 
false whiskers. 

To a sponsor, this new show offers a local solution to every con- 
ceivable marketing problem. There’s no better time for a shot of 
sales-adrenalin than when the customers are poised to cheer the 
local Hawkshaw. (If you distribute through franchised, one-outlet 
dealers, you can take special advantage of the program’s unique 
operation.) Here, at your nearest Mutual office, is showmanship 


ready to work for you... 


HERE ARE MORE MUTUAL SHOWS DESIGNED TO SOLVE YOUR RADIO PROBLEMS 


Queen fora Day ........ . how to make any woman happy 
Arch Oboler’s Plays eee eeese 


. original tops in radio drama 


Between Us Girls . . . « «  « mere man faces glamor ensemble 


Dist the mystery. Leave Itto Mike ........... asonof the sod to rely upon 
ded , : ‘ F 
To the listener, “Calling All Detectives” more than meets the eR i 
. Executives who'd like to hear these and other new MBS programs at any given hour will 
universal yen to be a sleuth—it makes every family a part of the be promptly provided with recordings on request. 
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The Mutual Broadcasting System 


WHERE SHOWMANSHIP MEANS BUSINESS 
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The audience pays to participate Uh 
in this national network— 


@ BROADCASTING °) 


ce) 


© NEWSPAPERS <) 


...a national network of 43 major Sunday papers, bought be. 


by the same people, in the same markets, every Sunday it Uk 


...a network with an assured audience attraction— 
the Sunday comics section, read by 3 out of 4 adult 
Sunday paper readers—and virtually all children 


...a network with an assured audience—more than 
15,000,000 circulation, reaching more families in more 
better markets than average magazine lists or high 


rated radio programs 


Ses2z 


...a network with assured advertising reception— 
because of the all-family, all-age, all-income Sunday 
comics reading habit 


...a network of assured effectiveness—because | 
of its audience interest, market coverage, low cost Z 


al 
e | Ot 
...a network the advertiser needs for postwar sales | on 
\ effort—needs to know more about now! Call any office... on 
chant 

At 

The first national newspaper network... etropo Itan i’ oup an 
ley 

Comics Section Advertising in: Baltimore Sun « Boston Globe « Chicago Tribune + Cleveland Plain Dealer ¢ Detroit News a 
New York News « Philadelphia Inquirer « Pittsburgh Press « St. Louis Globe-Democrat « Washington Star « Des Moines Register pire 
Milwaukee Journal « Minneapolis Tribune ¢ St. Paul Pioneer Press « ALTERNATES: Boston Herald « Detroit Free Press send 


New York Herald Tribune ¢ St. Louis Post Dispatch ¢ Washington Post «© OPTIONAL ADDITIONS: Atlanta Journal 
Buffalo Courier-Express . Cincinnati Enquirer . Columbus Dispatch ¢ Dallas News « Houston Chronicle 
New Orleans Times-Picayune-States ¢ Omaha World-Herald ¢ Providence Journal « Rochester Democrat & Chronicle 
San Antonio Express ¢ Springfield Union & Republican ¢ Syracuse Post Standard «© METRO PACIFIC: Fresno Bee 
Long Beach Press-Telegram «© Los Angeles Times ¢ Oakland Tribune ¢ Oregon Journal «+ San Francisco Chronicle 


Sacramento Bee ¢ San Diego Union ¢ Spokane Spokesman-Review «+ Seattle Times ¢ Tacoma News Tribune 


220 E. 42d St.,. New York 17 ¢ Tribune Tower, Chicago 11 *¢ New Center Bldg., Detroit 2 ¢ 155 Montgomery St., San Francisco 4 
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OTHER FEATURES 


Vhe Pay - Of a NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 


Advertising Director 
La Salle Extension University 


Got a rather long questionnaire that 
you want to send out by mail and which 
you want filled out fully and by a re- 
spectable percentage of recipients? Dress 
jt up with humorous copy and illustra- 


In previous attempts they have stuffed 
serious questionnaires in their magazines 
and offered free copies of the next issue 
to those who would answer. And they got 
4% response to such offers. 


This time they went out to “approach 
people on the easy side,” engaged Don 
Herold to design the questionnaire, and 

the result is what they 


a 


YOU-QUIZ 


from TRUE MAGAZINE 


1 Are you 

0 Male? 

© Female? 
This one should be easy. TRUE is supposed to be o 
mon's mogarine. But we know thet o number of women 
“eneok @ read” each month (if you're one, you're wel- 


come!) end we ore onxious te know whet the per- 
contoge Is 


2 How do you get TRUE? 


| 1 Bay tt ef © newsstend? GOs siacansiass 


0 Borrow it? 


© Read it ot your dentist's? 


* @ About how awe f have you been 
girls reading TRUE?.. . 


4 If you buy it, about how many other 
persons “sneak a read’ of your 


label a  “self-grin- 
ventory game.” A 20- 
page, self cover, self 
return mailer, four 
inches by nine inches, 
in two colors (red and 
blue. on white), it 
contains 32 questions 
to be answered. Then 
you seal the _ flap 
over the edge of the 
front cover and drop 
it in the mail box for 
the True sleuths to 
decode and total. 

Sixty thousand 
copies of the question- 
naire were inserted in 
magazines (one in 
every tenth copy) with 
probably some loss of 
questionnaires in the 
distribution process 
through wholesalers 
to news dealers to 
purchasers. 

The illustration 
herewith shows the 
slangy, human ap- 
proach, but it fails to 
show that the illus- 
trations and some of 
the copy are in red. 
And it fails to show 


| Or how ee? eee cecceees some of the other 
— humorous’ questions 
such as: 


tions and you increase sharply your 
chances of success. 

At least that’s what Eliott D. Odell and 
his associates of the Fawcett Publica- 
tions have found out in a recent test. 
They faced the difficult problem of get- 
ting adequate data about the readers of 
True, their man’s magazine which is 
distributed practically 100% by news- 
stand sales. (I don’t know why they 
craved such data—unless for editorial 
guidance—since you don’t need much 
ales data to sell space these days, but 
anyway they wanted it.) 


You Ought to Know . 


Edwin C. Hill, radio commentator, once 
1 that Samuel Dillard Fuson ‘“‘can talk 
a bird out of a tree. . . If there is one 
activity in Sam Fuson’s reportoire of 
talent in which he excels ... it is as a 
sweetness and light 
reader.” 
But conversing with 
ds—and he likes 
mals as well as 
people—and spreading 
eetness are but two 
the characteristics, 
d probably secon- 
‘y, of the vice-presi- 
it in charge of 
iblie relations of 
thur Kudner, Inc., 
vy York. Twenty 
rs a journalist before he became 
lic relations director of Erwin, Wasey 
‘0. in 1930, Sam is still primarily con- 
ed with getting, writing and pro- 
ng facts. He does not do so much 
he actual work on this nowadays, but 
ees that it is done. 
When the late Arthur Kudner, then 
ident of Erwin, Wasey, hired him, 
instructions were brief: “Find some 
, or make some.” Sam not only has 
nd and made a lot of news but he has 
d to live up to Phil Hanna’s “editor’s 
t of publicity.” 
l. Is the item news? 


Samuel D. Fuson 


“Oh, yes, we almost forgot—are you 
married or single? If married, how many 
children have you?— (otherwise, we don’t 
want to know)”, 

“And, while we’re at it, we’d like to 
get a line on your age. Are you a young 
sprout—or getting on a bit?” 


The results show the strong pulling 
value of humor, especially when you are 
asking people to do you a favor. From 
a previous average of about 4% on serious 
questionnaires, this stepped up to over 
6%. 


e e Samuel D. Fuson 


“2. Does it contain the same factual 
material that we might have obtained 
had we sent our own reporter? 

“3. Do we believe it to be as truthful 
and as accurate as it would be if our 
own reporter obtained the story direct 
from a principal?” 

Broadly speaking, Sam Fuson believes 
that public relations is everything which 
everyone in an organization says or does 
to make a lot of people—especially em- 
ployes and customers—think better of it. 
In an advertising agency this means also 
helping a lot of people to think favor- 
ably of the clients. 

And in an agency such as Arthur Kud- 
ner, Inc., with billings of more than $16,- 
000,000 a year, and a substantial list of 
clients such as the Association of Ameri- 
can Railroads, General Motors and Na- 
tional Distillers, the responsibility gets 
pretty big and the good-will means em- 
ployed get pretty varied. 

One of the Kudner agency’s recent jobs, 
for example, was to help the Buick or- 
ganization see to it that Buick received 
credit for having designed and developed 
the M-18 tank destroyer known as the 
Hell-Cat. Another was to build and 
measure listenership for the GM-spon- 
sored NBC Symphony. 

Symphony listeners, Sam explained in 
a recent talk before fellow Kudnerites, 
aren’t the kind of people who write fan 


mail. To get some indication of the size 
of this audience, GM introduced and of- 
fered a publication called “Symphony 
Notes.” The initial distribution was 50,- 
000. Within a week it brought 3,745 let- 
ters. Total circulation—going only to 
people who ask for it—now is nearly 
250,000. The peak week saw 23,612 re- 
quests for it. 

About 80% of news clippings received 
which mention the symphony also men- 
tion GM as sponsor. 

Sam, it seems, was born to questioning. 
He arrived in Seymour, Mo., on June 26, 
1890. When he started as a freshman 
at Drury College, Springfield, Mo., he ad- 
mired the seniors who served as cor- 
respondents for the local paper and he 
became one himself. At the end of his 
sophomore year the city editor of the 
Springfield Republican offered him a full- 
time job, and he took it. He didn’t tell 
his family, but before long the news 
leaked out. 

From there he went to the Gazette, 
Little Rock, Ark., covering politics, and 
then to the St. Louis Republic, where he 
covered hotels and wrote a column called 
“Whispered in the Corridors.” 

Champ Clark of Missouri, then speaker 
of the national House of Representatives, 
had him appointed to the Internal Reve- 
nue Bureau. It was a quiet life, after 
reporting, but it lasted only three months. 
Sam quit. He didn’t like figures. 

In December, 1916, he joined the As- 
sociated Press at Columbus, O. With 
World War I he entered the Navy and 
served 26 months, rising from ordinary 
seaman to ensign. For a while during 


this period he handled publicity for Great 
Lakes Naval Training Station. Then he 
served, without mishap, on a transport to 
Brest and Bordeaux. 

Out of the Navy, in 1919, he started 
an advertising and publicity service in 
Memphis, which served mostly hotels and 
transportation. The postwar depression 
ended this, and he went back to news- 
papering with the Memphis Commercial 
Appeal. But Sam had married by then 
and the city desk hours of 8 p. m. to 4 
a. m. appealed neither to him nor his 
wife. Besides, he wanted a bigger field 
for his operations. 

In the fall of 1921, he wired the super- 
intendents of the Associated Press at both 
New York and San Francisco. Both asked 
him to join them. He flipped a coin. 
New York won. 

For three years he worked on local re- 
write, then covered stories, including 
murder trials, from Boston to Trenton. 
Then he joined the Chicago Tribune in 
New York, filing the syndicate wire. The 
Christian Herald hired him as its first 
service editor, and before long he was 
managing editor. 

Sam had met Arthur Kudner years 
before when he was in the Navy in Chi- 
cago, but Kudner remembered him. On 
March 17, 1930, Kudner called him in 
and offered him the Erwin, Wasey public 
relations job. When Arthur Kudner, Inc., 
was formed, on Oct. 1, 1935, Sam became 
one of its four original vice-presidents. 
Probably he was the first public relations 
vice-president of a major advertising 
agency. 


lhe Creative Mans Corner 


We have always believed that there is 
no better advertisement for any product 
than one that in itself performs a serv- 
ice that goes beyond the product adver- 
tised to prove the advertiser’s right to 


WHAT'S NEW IN BRINGING UP YOUR BABY? . 


lt year doctor not relatives or well Meaning friende— 


Your baby's weight is a personal offair! Hf he doesn’t gain Don't be concerted about baby’s table man 


speak with real authority. 

Such an advertisement is the one re- 
produced here, large enough we hope so 
that it can be read. The page is from 
the current issue of Look. 


Meredith Moulton Redheod, Ph.B., 

Baby Food Counselor of Heinz 

Home Institute, gives you the 

latest approved trends in baby 
care and feeding. 


ners’ To en- 
answer questions directly concerning baby's health. And acconling to standard weight charts-or as rapidly as courage, his appetite, it’s inpportant tha: a happy atmos- 
by all means ask his ‘advice before making feeding the baby next door—don’t become alarmed! Eor every phere prevail at ae So start him on inviting 
changes He'll teil you when to start baby on delicious infant has his own rate of gaining weight. Weigh your foods—and then let him enjoy himself. You'l find Heinz 
highly nutritive fleinz Strained Foods~and when the baby regularly as suggested by your doctor, remember Strained Foe entgne a natural taste habies take to. For 
child is re eady for ot Heing Junior Foods, designed to bridge — ing that a steady gam 


the gap between strained foods aad family meals 


cates that he is making ce 


Children eat. better «hen the 


8 aa Ange stant because it indi these fox mis are mate from fresh fru sits bye vegetables 
lid te . and color! 


t progress sce ntifically 


have com meen y! If yours ts 
an only eluld, it’s «gee dea to invite a neighboring 
youngster to dinner oc« nally 
‘i * + * * 
ey meals for the youngest ceneration is 
simple. For small babies, Hemz offers a com 
plete menu of Strained Foods meats, vege 
tables, fruits, d rts—all rich is w and flavor 
and sieved t 7 h consistency. And fe ” 
toddlers there are 12 mildly seasoned Junior 
Foods—meats, vegetable lesserts—which make 
highly nutritive, well-balanced meals 
* Both Heinz Strained and Junior Foods are backed poms te have - meng teeth, bal 
° baby Gsplays a tende to favor his left hand when hy » 76-year tradition of outstandihg quality and mficient bul Be gqnemy . 
he's learning to feed hy mnecll, ry eet s let hien! That's flavor. No wonder these foods have won ety a 


the verdict of psychologuts and educators 


may affect his aperch 
structure of a child's brain determin nes bos chouce 


ncour : : bot pr te ch 
ar ven the left is me “ ras : the confidence of thousands of American Seniced Sante 
and general thinking, since the - Mothers—the approval of thousands of high degree of vita 
‘cods 


contented American babies 
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30 
Adclub Elects Young 
Louis D. Young, advertising 


manager of the Indianapolis 
Times, has been elected president 
of the Advertising Club of Indian- 
apolis. Others elected are: L. T. 
Sogard, copy chief, Keeling & Co., 
lst vice-president; George Mad- 
den, advertising manager, William 
H. Block Company, 2nd _ vice- 
president, and Mrs. W. F. Cleaver, 
advertising manager, Continental 


Optical Company, secretary- 
treasurer. 
Michigan Bell Promotes 


Colen Hungerford, general ad- 
vertising manager, Michigan Bell 
Telephone Company, Detroit, has 
been promoted to public relations 
assistant to the vice-president. E. 
T. Burroughs, employe informa- 
tion manager, succeeds Mr. Hun- 
gerford as advertising head. 


It’s Birch of Boston 


for 


‘Outdoor Advertising 


NEW ENGLAND 


Write tor tree descriptive booklet “Mew England the individual.” The Birch Co. 216 E Tremont Street, Boston 16. Mass . Tel. Hubbard 1057 


in 


Postwar Lumber 
Dealer to Handle 
Diversified Line 


Chicago, June 12.—The postwar 
lumber and supply dealer will 
operate a specially designed store 
and will carry home appliances, 
plumbing and heating equipment, 
leather goods and floor covering, 
according to Building Supply 
News. 

The publication bases its pre- 
diction on results of an industry- 
wide survey and contest among 
12,000 dealers. The contest, and 
first prize of $250, was won by 
James R. Cox, Stebbins-Anderson 
Company, Cockeysville, Md. 

The survey revealed that lum- 
ber dealers plan to add 20 lines, 
including appliances, floor cover- 
ings, etc.; that nearly seven out 
of 10 will build or remodel their 
stores, yards or offices; that 
18,570 dealers will purchase 53,- 
853 trucks; 1,000 dealers plan to 
buy 1,214 cranes, and other thous- 
ands of dealers will buy thousands 
of conveyors, loaders, storage mix- 
ers, concrete transit mixers and 
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t 
APRIL 1945 = 1944 
CLASSIFICATIONS 
RETAIL 
General 
AuTOMOTIVE 
FaNANCIAL 
TOTAL DisPLay 
CLASSIFIED 
TOTAL ADVERTISING 
Derartuent Storcs 


RETAIL 
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FNANCHAL 

ToTar Dispray 
CLASSiFicD 
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GAIN AND LOSS PERCENTAGES - 52 CITIES 
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-2.2% 
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72.2 
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72.1 
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JANUARY | = APRIL 30, 1945 - 1944 


-2.3 
-5.8 

49 

5.8 
-2.8 
72.2 
-2.7 
5.2 
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-20 
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HOW NEWSPAPERS FARED IN APRIL—Media Records’ 


measurement of 


newspaper linage in 52 cities shows financial the only gainer over April, 1944, 
with an increase of 12%. Total advertising was 2.1% below April, 1944. 


hand and lift trucks. 


The winning store design by 


“Found what we wanted, in here... 


Laboratory worker: “The Classified helped me to find a 
local chemical house that sold an item we formerly bought 


out-of-town.” 


Shopman: “In the Classified I located used screw-machines 


for my employer.” 


Housewife: “Through the Classified we quickly found a shop 


when we needed repair work on our make of vacuum cleaner.” 


Office Manager: “With the Classified’s help, I easily found 


a repair shop nearby that serviced my make of typewriter.” 


These statements taken from a survey indicate how people 
use the Classified section of Telephone Directories. 


typical of thousands. 


guide is helping people to find what they want, to 
save time and trouble, to keep their appliances and 
equipment in good order longer. 


In war just as in peace this 


They are 
universal 


4l 


Mr. Cox features wall cases, island 
displays, impressive and seasonal 
windows, aisles leading to dis- 
plays, and spot and special dis. 
plays. 


Tribuno Copy Resumed 


“21” Brands, Inc., U. S. agent 
for House of Ballantine wines, 
whiskies, gins, rums and cordials, 
is resuming advertising after a 
two year lapse for Tribuno sweet 
and dry vermouth. Five-inch ads 
are appearing in 26 trade journals, 
and 520-line copy is scheduled in 


New York newspapers. The ac- 
count is placed direct. 
Appointed Sales Manager 


John M. Hughlett, with River- 
side & Dan River Cotton Mills, 
Inc., since 1920, has been appoint- 
ed sales manager of the New York 
office. He is one of a committee 
of five which, since 1941, has di- 
rected sales. His appointment re- 
lieves the committee of overall ad- 
ministrative duties. 


Kelly to Basch 


Dan J. Kelly, formerly with 
the Chicago Tribune and _ later 
with various radio programs and 
periodicals, has joined the sales 
staff of Basch Radio Productions, 
New York. 


Joins ‘Young America’ 
Robert L. Edgell, formerly ci- 
culation manager of Export Trad 
& Shipper, has joined the adver- 
tising staff of Young America. 


Reopens in Argentine 


Foreign Advertising & Service 
Bureau, Inc., New York, has re- 
opened its office in Buenos Aire: 
under the managership of George 
M. Barthe. 
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$2,700, 


Two billion, seven hundred million dollars is the 
staggering amount of money known to be in South- 
ern California’s savings account right now. And it 
would take a whopping imagination to conceive 
of the amount tucked away in odd corners (just 
try to rent a safe deposit box anywhere in the Los 
Angeles area.) 


When you add that other Billion dollars — the 
amount of increase in Los Angeles checking ac- 
counts since 1941 — you don’t need a crystal ball to 
know that Southlanders have been ‘“‘socking” it 
away and that there’s going to be some postwar 
spending here. 


*Los Angles Savings Accounts and War Bond Purchases 
(less estimated redemptions) 


“Everybody’s Newspaper” 


in Southern California 


Stored up purchasing power of this kind means 
much more than an immediate boom in the sale of 
consumer goods at war’s end. It assures continued 
purchase-ability for workers turning from war to 
peacetime jobs. 


Yes, all signs point to a bright future for the 
Los Angeles area — and for the manufacturer who 
plans on advertising here. 


We'd like to show you some postwar facts and 
figures — and explain how you can tap this pros- 
perous market. Let us send you our booklet “An 
Eye to the Future’”—please write. 
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Mass Marketing 
Institute Resumes 
24-Sheet Service 


Chicago, June 12.— Mass Mar- 
keting Institute, formed in 1937 to 
design and produce 24-sheet post- 
ers at a nominal cost for local 
and regional advertisers, has re- 
sumed its regular operations fol- 
lowing several years’ activity de- 
voted entirely to preparing out- 
door campaigns for war drives. 

Mass Marketing has nearly com- 
pleted a packaged series of seven 
outdoor posters for brewing com- 
panies, with each design tied up 
with a government-approved war 
message. The first, ready for show- 
ing this month, urges purchase of 
bonds in connection with the 7th 
Loan drive, the next suggests that 
vacationers stay at home, and so 
on. 


Other Series Planned 


Each ad is so prepared as to 
allow for imprints of the name of 
the brewer sponsoring the series 
in his trade area. The _ institute 
plans this year to produce simi- 


| 


lar series or individual posters for 
sponsorship by banks, by Ameri- 
can Gas Association members, by 
the Office of War Information for 
a March of Dimes promotion, etc. 
The institute also prepares car 
cards and display material sup- 
plementing the 24-sheet poster 
campaigns. 

MMI is controlled by Harold 
Eves, long associated with the 
Outdoor Advertising Association 
of America and currently assis- 
tant to Kerwin H. Fulton, presi- 
dent of Outdoor Advertising In- 
corporated, in his job as director 
of war activities for the outdoor 
industry. C. M. Kephart, general 
manager of MMI, asserts, how- 
ever, that the institute is entirely 
independent of all other organiza- 
tions in the field. 


Provides Lower Cost 


Mr. Kephart points out that 
small companies, which might well 
benefit by use of posters, very 
often cannot afford individually 
to pay for the designing and litho- 
graphing of posters they need, 
such costs usually exceeding the 
cost of leasing space from outdoor 
plant operators. Further, even if 
they can afford their own posters, 


= 


they cannot now get the neces- 
sary paper or lithographic press 
time to have the posters printed. 


Marlin Resumes 
Newspaper Ads 


Marlin Firearms Company, New 
York and New Haven, has re- 
sumed newspaper advertising for 
Marlin razor blades. Insertions 
will appear in 38 dailies through- 
out the country for the next 13 
weeks, 

Advertisements will consist of 
two-column 100-line cartoons. 
Craven & Hedrick, New York, is 
the agency. 


Gallagher to Everling 


James T. Gallagher, formerly 
with Gray & Rogers, Philadelphia, 
has joined the copy staff of 
Lawrence I. Everling, Philadel- 
phia. 


Names Martin Agency 

University Laboratories, New 
York, manufacturer of loud speak- 
ers, has placed its advertising ac- 
count with George Homer Martin, 
Newark. 


hes 


@ Publication of The News-Sentinel 
was begun three years before 
matches were invented in 1836. Two 
striking and significant events! For 
with the arrival of matches the 
sturdy early settlers in and around 
Fort Wayne could conveniently light 
their candles and sit down to a quiet 
evening of reading the paper. 
could read the news of the Indian 


ee Senet 
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wars. 


They 


The News-Sentinel is delivered by carrier every week day to 97.8% 
of all homes in Fort Wayne—Indiana’s second largest retail market. 


4 The News-Sentinel 


“Good Evening” Newspicners 


FORT WAYNE, INDIANA 


N-KLAPP CO. «© NEW 


. the political fights between 
the Whigs and the Democrats... 
and other doings of the day both 
local and national. 
evening reading became so well 
entrenched more than a century ago 
that all through the Fort Wayne area 
folks still cling to it. 
established in 1833... 
stronger than ever in 1945! 


This habit of 


A newspaper 
and going 
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Nathan Straus, president of WMCA, New York, has been given 
the $1,000 Edward L. Bernays radio award for 1945 as “the individ- 
ual who did most in radio to further democracy in America” in h 
creation of the “New World A-Coming” series. . . Dorothy Hurs‘, 
publisher of Congratulations, is in St. Luke’s Hospital, New Yor‘, 
recuperating from a recent operation... 

Irwin Robinson, information director of the War Advertising 
Council, has written an article titled “The Army Has A Heart” for 
the July issue of Woman’s Home Companion, out June 19. The 
article covers activities of the casualty division of the Adjutant 
General’s office in Washington... 

J. H. S. Ellis, pres. of Arthur Kudner, Inc., has been elected to the 
Elmira (NY) College board of trustees. . . Ralph Laird Aulmann, 
ass’t to Maxon’s v.p., Peter Hilton, married Norma Elisabeth Craig, 
who handles promotions and tie-in ads for United Air Lines in New 
York, at Christ Church, Hanover, N. H., on May 15... 

R. H. Grant, Houbi- 
gant’s piomotion mgr., is 
looking forward to the 
return of his son, Richard 
C. just released from Sta- 
lag Luft No. 1, Barth, 
Germany, after being shot 
down nearly two years 
ago... 

Howard E. Smith, sec’y 
of Smith, Kline & French, 
celebrated his 75th birth- 
day May 25. Mr. Smith 
has spent 55 years in the 
drug business. . . Joseph 
L. Palmer, v.p. of Foreign 
Advertising & Service 
Bureau, New York, has 
returned from a 16-week 
trip through South Amer- 


Q 


WINNER—L¢t. Col. Myles (Ken) Stolz, former 


ica and the _Caribbean ad and sales promotion manager of Osgood 
area. . . Georgianna Jane Co. and General Excavator Co., Marion, O., 
Lamson of Maplewood,  ;ight, is congratulated by Maj. Gen. Nathan 
N. J., is engaged to Henry Ff. Twining, commanding general of the [5th 


Raymond Webel, head of 
the export division of 
G. M. Basford Company... 

Liberation news is responsible for the rejoicing at the offices of 
L. W. Ramsey Co., Chicago and Davenport agency. George, the 
son of L. W. Ramsey, a lieutenant in the 8th Air Force, has been 
released from a German prison camp where he has spent the past 14 
months. .. John Russell Williams, SK-1/c, former art dir. of Edward 
Katzinger Co., Chicago, who is now stationed in the New Hebrides 
islands, married Chief Petty Officer Adelaide Eastlack, USNR, be- 
fore shipping out to the Pacific. Mrs. Williams, former copywriter 
for Campbell Soup Co., is in charge of the Wave detachment at 
Columbia U... 

Arthur P. Kane, pres. of Kane Advertising, Bloomington, IIl., has 
been appointed civilian expert consultant to the Quartermaster 
General of the Army Service Forces, War Dept., Washington. An- 
other adman serving in the same capacity is Robert Barton, v.p. of 
BBDO, Chicago. . . Russell T. Kelley, head of the Hamilton, Ont., 
agency bearing his name, was elected to the Ontario legislature 
in the June 4 election. . . 

Jeanne Ann Roberts, in charge of publicity of WKRC, Cincinnati, 
was married to Maj. Harry W. Husman June 2 after a whirlwind 
courtship beginning the day Maj. Husman made a guest appearance 
on the station. . . Walter Duncan, v.p. and nat’l sales mgr. of 
WNEW, New York, is on leave of absence at his farm in Staatsburg, 
N. Y., recuperating from a recent illness. . . 

T. H. Tomlinson, mgr. of sales promotion of Bankers Life Co., 
Des Moines, celebrated his 25th year with the company June 15... 
Howard Holshouser, formerly in the ad depts. of KOIL and KFAB, 
who was recently awarded the Bronze Star, has been promoted from 
captain to major in the Eighth Air Force. . . Col. Hugh Barclay, 
publisher of Better Farms, Pulaski, N. Y., has added a cluster ‘o 
his Bronze Star Medal. He returned to the U. S. the day after V-E 
Day, and may soon resume an active role with Better Farms. . 

First employe of Fairchild Publications to retire under the com- 
pany’s new pension plan is A. W. Kirkpatrick, New England repre- 
sentative for 44 years, who was given a testimonial luncheon in 
Boston to mark his retirement and presented with a scroll of good 
wishes from “old timers” and friends. . . For his aid in developing 
the jeep for the armed services, Ward M. Canaday, chairman of 
Willys-Overland, has been awarded the honorary degree of Doctor 
of Laws from the University of Toledo... 

Milo Gates, Pacific Coast mgr. for Crowell-Collier, is in Ne 
York for several weeks on business. . . Shirley Cook, beauty ed. 
Hillman Women’s Group, and T. D’Arcy Lucus Jr., package design- 
ing specialist, were married recently in New York. . . After 
months of special assignments abroad, Francis McCall, operatio 
mgr. of NBC’s news dept., has resumed his duties in the New Yo 
office. . . Fran Jameson, AA assoc. ed., was married to Lt. Williz 
Shedden, of the Army, in Washington June 5... 


Air Force in Italy, after being presented with 
the Bronze Star Medal. 


James G. Thomas, mgr. of the Manila office of Winthrop Chemi« 
Co., is back in the U. S. after being liberated from the San 
Tomas prison camp. Mr. Thomas, with his wife and child, w 
incarcerated for more than three years... 

Les Gottleib, publicity dir. of Y & R, New York, is surveyi 
things on the West Coast. . . Gene Eldridge will be married to Fre‘ 
Klein of Dancer-Fitzgerald-Sample, Chicago, on June 30. 

Howard E. Smith, sec’y of Smith, Kline & French, celebrated | 
75th birthday May 25. Mr. Smith has spent 55 years in the di 


business. . . Joseph L. Palmer, v.p. of Foreign Advertising & Sei 


ice Bureau, New York, has returned from a 16-week trip throu 
South America and the Caribbean area. .. Georgianna Jane Lams 
of Maplewood, N. J., is engaged to Henry Raymond Webel, head 


the export division of G. M. Basford Company... 
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’ h ] =f A Exhibit. The same year three art| In 1929 a group of school art| Harker Rejoins MBS Would Ban Whisky Label 
Sc oO astic rt supply manufacturers became|supervisors was asked to help in Tem Varker, tetmear saleemen| é < Cida 
sponsors, donating prizes for cer-|the judging, and they sought as-|, *° ’ 8 ~ Sen. W. J. Connors, ICAagO, 
Awards Become tain divisions sistance in handling a staggering |£0T the Blue Network of the/has introduced a bill in the Illi- 
; number of entries in each local- a ee ste teen nk nois oe gh og eae ban 
2 Many Supply Prizes Sty ar ii ya;and with utua roadcasting|on use of the label “whisky” on 
National Event . vis oe ap pt annem = oe System sales in New York and|spiritous liquor containing less 
- Today there are 19 divisions,|them the answer, and soon were Chic anions : oe << ao rarer rece 
given : : * | an ago previously, 1S rejoining |than 50% straight whisky. 
ep New York, June 12.—Launched|with 488 cash prizes offered by |S¢t up to announce early each| 10 \ips sales staff this month 
Avid - as an effort to distribute laurels|such companies as Higgins Ink,|School term the regional contests Ste . Sales P 
nh for achievements to high school|Strathmore Paper, American|and exhibits to be held in their To Schaefer Sales Post 
furst, tudents other than athletes,|Crayon, General Electric, Argus, |Stores in the spring. As the com- Concord to Brown Edward T. Knauff, formerly 
Yor! Scholastic Magazine’s annual high |Inc., and American Viscose Cor-|Petition now works, 1,500 pieces Concord Radio Corporation, |marketing and sales analyst with , 
chool art exhibition has zoomed |poration. This year U. S. Time|is the average number submitted | Chicago, maker of radio parts and|F. & M. Schaefer Brewing Com- 
“_ ip to nationwide success like a|Corporation is using 12 of the best|to each store. Judged by a local | electronic equipment, has appoint-|pany, Brooklyn, N. Y., has been 
ne ng jet-propelled fighter plane. student pieces for its calendar|jury, the 100 “best” are selected|ed E. H. Brown Advertising| appointed assistant general sales 
for This year more than 100,000 | series. for the national competition. Agency, Chicago. manager. 
Th students submitted entries in the 
itant 18th annual event, co-sponsored : 
by 33 leading department stores a 
> the and backed by $6,570 in cash 
sans prizes awarded to contestants by 4 
lg national manufacturers. In addi- 
Tals, tion, principal art schools through- | 
New out the country award 56 full | J 
tuition scholarships to contest |. | 
winners. 


Realizing that the project meant 
good public relations and public 
service to the community, 11 de- 
partment stores were co-sponsor- 
ing the event by 1941. These in- 
cluded Macy’s, Bamberger’s, the 
William H. Block Company, In- 
dianapolis, and Sage-Allen, Hart- 
ford, Conn. Each year the group 
grew larger, untl this year 33 
were cooperating in the event. 


Robinson Started Awards 


The Scholastic Awards are not 
devoted solely to drawing, paint- 
ing and sculpture, but actually 
started with recognition of student 
work in creative writing and 
music composition, under the guid- 
ance of the “awards” originator, 
M. R. Robinson, editor and pub- 
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ormer lisher of Scholastic Magazines. FOUR STATES 
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Dealer Back Home 
Hails Servicemen 
in Paris Series 


Milwaukee, June 12.— Albert 
Richard Company, manufacturer 
of clothing and sportswear, is 
building good will for its dealers 
with a series of ads in the Paris 
edition of the New York Herald 
Tribune greeting servicemen in the 
European theater. 

The ads list dealers, state by 
state, with a headline such as 
“Back home in Ohio—your Albert 
Richard sportswear dealer sends 
you greetings and best wishes for 
a speedy, safe return.” The small, 
single-column ads in no way at- 
tempt to sell merchandise but are 
designed entirely to recall to the 
men overseas the home-town re- 
tailers they have patronized and 
remember. 

The ads were dispatched to 
Paris on microfilm, and the com- 
pany tied in with a store and win- 
dow display piece, in black and 
red, showing a copy of the Paris 
newspaper containing the local 
dealer’s “international” ad. Favor- 
able comments from the _ trade 
began coming in immediately. 

Arthur Meyerhoff & Co., Chi- 
cago, handles the account. 


Lawrence Salter Forms 


Science Consultant Firm 


Lawrence C. Salter, director of 
press relations for the American 
Medical Association, and former 
science editor of the Detroit Free 
Press, has formed Lawrence C. 
Salter & Associates, science con- 
sultant, with offices at 231 S. La 
Salle St., Chicago. New York of- 
fices will be at 205 E. 42nd St. 

Associated with Mr. Salter will 
be Dr. William I. Fishbein, re- 
search specialist, and John Mur- 
phy, assistant to the president of 
Grocery Manufacturers of Amer- 
ica. The company will serve in- 
dustry, business and professional 
groups in the field of science, of- 
fering educational programs and 
advertising service based on sci- 
entific research. 

Mr. Salter will be succeeded at 
the medical association by John 
L. Bach, formerly public relations 
director of General Electric X-Ray 
Corporation. 


Co-op Paper Ups Rates 
The Cooperative Digest, Ithaca, 
N. Y., covering the nation’s 10,000 
farmer cooperatives, has issued a 
new rate card, increasing adver- 


tising rates, effective with the 
July issue. The single insertion 
page rate, which was $90 when 


the publication was established in 
1940, is now $135 


PRINT IT 
% IN THE WEST 


Don't risk delays on shipping 
ii printed material to the West . .. 

# send us the copy, mats or plates 
tor newspaper circulars, advertis- 
{+ ing material, western editions. 3 
#: We print and ship fast. Black or § 
4: colors on newsprint. Fast, mod- 


samples and prices 


. Rodgers & 
McDonald ; 


Publishers, Inc. 


oa eee 


Y Rotary Printing Specialists 
y 2621 W. 54th Street 
¥, Los Angeles 43, Calif. 
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Price to Ralph Harris 


Edgar W. Price, former publicity 
and sales director of Jefferson 
Grocery Company, Pittsburgh re- 
tail chain, has joined the merchan- 
dising service department of Ralph 
Harris, New York agency. 


Fenwal to Cory Snow 


Fenwal, Inc., Ashland, Mass., 
manufacturer 
and other temperature regulation 
devices, has placed its advertising 
and merchandising with Cory 
Snow, Inc., Boston. 


of Thermoswitches | 


Fashion Accounts Placed 


Bayard & Eccleston, Los Ange- | 


‘les, has been appointed to direct 
jadvertising for Mission Knitting 
Mills and Royal Mfg. Company, 
maker of womens’ sportswear. 
Fashion publications will be used 
|for both accounts. 


‘Hale Joins Ellis - 


David Hale, formerly on the staff 
'of WSAY, Rochester, N. Y., has 
been appointed radio director of 
Ellis Advertising Company, Buf- 
'falo. 


Dorning Opens Office 

Dorothy Dorning, former direc- 
|tor of the Guild Artists Bureau, 
New York, has opened an office at 
52 Vanderbilt Ave., for the placing 
of advertising art and illustration. 


‘Remove Province Boards 

| Outdoor boards bordering Sas- 
|katchewan’s highways are being 
|removed by road inspectors of the 
| provincial highway department, in 
accordance with ruling adopted at 
ithe last session of the Saskatche- 
wan legislature. 
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Joins Paul Raymer 


Charles A. Hammarstrom, fc 
mer 
International, and previously w 
Kenyon & Eckhardt and Ke! 
Nason, Inc., New York, has join 


account executive of Mor. 


the sales staff of Paul H. Raym-y 


Company, New York, station re 
resentative. 


Heads Keeney Sales 
Harold A. Jope has been a 


pointed sales manager of Keency 


|Mfg. Company, Newington, Cor 
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Latin American 
Radio Data Shown 
in 144-Page Book 


Washington, June 13.—The Of- 
fice of Inter-American Affairs re- 
leased here last week a detailed 
rate and data book on radio sta- 
tions of the Latin American re- 
publics and Puerto Rico which 
been described as the most 
ambitious effort ever made _ to 
compile information necessary to 


has 


|120 stations and 1,200,000 receiv- 


firms considering export advertis- | by countries. 
than an/ers, is second, and Cuba, with 106 


ing programs. Far more ambitious : 
Compiled under direction of | earlier CIAA publication covering | Stations and 250,000 receivers, 
John W. Ogilvie, director of the |Latin American newspaper cam-|third. Argentina with only 59 
radio division, the guide provides |paign costs, the guide gives the |Stations, has the largest number 
complete data on outlets in all chief radio cities, their population | of receivers, 1,300,000. ; 
Latin American countries, with |and population characteristics for| Peak listening hours are given 
rates, power, agency information| each country. While some details|for each country in local time. 
and operating hours for most of had to be omitted because stations | Argentina peak time, for instance, 
them. |failed to fill out the forms com-/|is 12 noon to 2 p. m., 4 to 5 p. m., 
Using 144 crowded pages, it has| pletely, the guide is described as/and 9 to 1C p. m. 
a hemisphere time map, exchange the most complete available. er ea 
rates for other American repub- It reveals that Mexico, with 170 To Weiss & Geller 
lics, basic statistics on receivers,|stations for its 600,000 receiving Rensie Watches, New York, has 
stations and best listening hours | sets, leads all other Latin Ameri-| named Weiss & Geller, New York, 
| by countries, and networks listed|can republics, while Brazil, with!as agency. 


Over one-third of the nation’s mineral wealth 
was produced in the South in 1943. Valued at 
three billion dollars, this yearly Southern mineral 
production has been essential to the success of 


J our world-wide war; 


by-products, coal for steel and industry, bauxite 
—the principal source of aluminum and air fleets— 
to mention only the leaders in a total of 108 ma- 
jor minerals found in the South and Southwest. 

But unlike many other parts of the country, 
the South’s mineral stores are destined for future 
use. Alabama alone has a 150-year supply of 
iron ore; coal deposits estimated to underlie an 
area of 8,000 square miles. In this state, and no 
other, coal, iron and limestone — all essential to 
pig iron and steel production — are found within 
a five-mile radius. Tennessee is the site of the 
world’s largest aluminum plant. Arkansas and 
Georgia are the sources of this country’s best 
bauxite. Over 60 percent of the crude petroleum 
of the nation comes from the South — new fields 
are being discovered and developed each year. 
Deposits of sulphur, feldspar, manganese, lead, 
zinc, phosphates, salt, 


and many others have yet to be fully developed. 

Unequalled facilities are offered in the South 
and Southwest for further increasing the manu- 
facture of iron, steel and aluminum products and 
for metal fabrication; for glass, clay, porcelain 
and general ceramic production; for the growing 
plastics field; for products of petroleum and coal; 
for chemicals, paints and roofing — and for the 
manufacture of many other products utilizing the 
mineral wealth of the area. 

All types of industry are moving South in ever 
increasing number — reducing hauling and stor- 
ege costs by locating near their raw material 
cources — enjoying the advantages of ideal cli- 
mate, adequate transportation by rail and water 
to distribution centers, ample low-cost power, 
contented, intelligent labor living in comfortable 
surroundings — growing and prospering with the 
South's forward surge—creating new and larger 
markets for new and old products both now and 
for the years to come. 

Be sure the South is included in your marketing 
plans. You'll find each of the five Smith publica- 
tions a strong sales aid in its field. 


petroleum and its many 


clay, fuller’s earth, lime 


COTTON Serving the Textile Industries 


ELECTRICAL SOUTH 


W.R.C. SMITH PUBLICATIONS 


Covering Five of the South's Greatest Markets 


SOUTHERN POWER AND INDUSTRY 
SOUTHERN HARDWARE 
SOUTHERN AUTOMOTIVE JOURNAL 


Atlanta 3, Georgia 


vu 


Measures Building Costs 


The National Committee on 
Housing, Inc., New York, has pub- 
lished “Cost Measurement in Ur- 
ban Redevelopment,’ a study by 
Miles I.. Colean and A. P. Davis 
of the effects on cost of all fac- 
tors involved in slum clearance. 


Varnish Co. Appoints 

P. B. Wickware has been ap- 
pointed general sales manager of 
the Imperial Varnish & Color Com- 
pany Ltd., Toronto, and _ Ross 
Johnson has returned to the com- 
pany as advertising manager fol- 
lowing service with the Wartime 
Prices and Trade Board of Canada. 


Rogers Named Ad Mar. 

Wayne Rogers, who has served 
during the past two and a half 
years with the educational branch 
of the Army Transportation Corps, 
has resumed his position as ad- 
vertising manager of Motor Serv- 
ice, Chicago. 


Heads Orgatron Sales 


Earl R. Billings Jr. has been ap- 
pointed sales manager of the new 
Orgatron division of the Rudolph 
Wurlitzer Company, North Tona- 
wanda, N. Y. He was formerly 
sales manager for seven years of 
Everett Piano Company, South 
Haven, Mich., from which Wur- 
litzer has purchased the entire 
Orgatron business. 


Plantation to Katz 


Plantation Distilled Products, 
Inc., Philadelphia, has appointed 
Joseph Katz Company, New York, 
as agency for Plantation, to be dis- 
tributed nationally by Kinsey Dis- 
tilling Sales Company, Linfield, 
Pa. 


Kinkaid Elected 

Mabel Kinkaid, advertising man- 
ager of I. Magnin’s Santa Bar- 
bara, Cal., store, has been elected 
president of the Santa Barbara 
Advertising and Merchandising 
Club. 


IN THE CITY ZONE OF 


The Standard-Times 
affords Greater Reader 
Coverage 
with over 96% 
Carrier-Delivered 
Circulation 


Average Net Paid, May, 
1945 
EVENING 


51,090 


Sunday—41,071 


| NEW 
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and 
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Digest-Summary 

To the Editor: Even bureaucracy 
succumbs to the power of the age- 
old maxim of repetitive advertis- 
ing! 

As an ex-adman who, for the 
duration, finds himself enmeshed 
in the labyrinth of labor policy, 
I was delighted to find the follow- 
ing recent decision of the National 
War Labor Board. 

H. J. HEINZ CO.— 

In re H. J. Heinz Company (Pitts- 
burgh, Pa.) and Amalgamated Meat 
Cutters and Butcher Workmen of 
North America (AFL). Case No. 
111-8136-D, Jan. 16, 1945 (made pub- 
lic May 19, 1945). 

(Here follows a brief description of 
the case.) 

Digest-Summary of Decision 
“The company produces 57 varieties 
of food products, 

CONTRACTS 
The prior contract contained the fol- 
lowing termination clause js 


Perhaps you may expect t to find 


This devertioack isa yee s orca. 


in a future case involving the 
Hoover Company (this is not a 
prophecy—God forbid they should 


ge are Agen meng 


Now that America is expected 
to become, after the war, the most 
|important producer, I have the 


be likewise enmeshed) a statement} pleasure to offer you my collab- 


in the Digest-Summary of Deci- | 
sion that the company produces 
a vacuum cleaner that beats as 
it sweeps as it cleans. 

Three loud huzzas for the power 
of advertising! 

GEORGE HOWELL SHIELDs III, 

Lt. Comdr., USNR, Gulf Coast 

Zone Shipbuilding Stabiliza- 

tion Officer, New Orleans. 

v 7 


Egyptian Adman 
Wants Reciprocal Deal 


To the Editor: Apart from auto- 
mobiles and their spare parts, 
American products and manufac- 
tured goods were scarcely known 
on the Egyptian markets. These 
markets were flooded with goods 
from Germany, Italy, Japan, Bel- 
gium and Czechoslovakia, 


= 


oration in an endeavor to make 
known .in Egypt the products, gen- 
eral business and the institutions 
of America. 

My proposal is to arrange the 
appropriate publication in the 
local European and Arabic papers 
as well as reviews of the adver- 
tisements which you would wish 
me to handle. All commissions or 
discounts which would be paid to 
me according to official documents 
will be divided between us. 

It is understood that in turn I 
would be able to request you to 
publish for me Egyptian advertis- 
ing matter in America on the same 
conditions. 

I am Egyptian, well versed in 
all the branches of business of my 
country and possess a sound 
knowledge of its different mar- 


The Reaulta 


of the First 


Six-Day Study of 


Wikk Re 


‘Viewapaper Reading 


Released Soon 


Here’s a study of a newspaper giving COMPLETE 
COVERAGE in one of the prime markets of America— 
Troy, N. Y. 


Supply of copies will be limited. You will want one. 
RESERVE YOUR COPY TODAY! 


TOO MANY JOBS ARE Oe Vedbed: 7 


- Take a lesson from the Gals... 
€ as % & 24 Lighter Exuipment Does The ~ 


* 


SOCKFORD BRASS WORKS 
OCKFORD, HhL., USA. 


ROCKEORD BRASS 
V ek 


” FLOMEINE ASG SEATING ROSHOESS 
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Spring ishere/ tmet> 
MAKE SURE OF YOUR SEAT! 


PEARL petro coven, 


SHURE 


“THE BEST SEAT iW (eats. HOUSE 


©. &. CHURCH MFG. CO. » “HOLYOKE, MASS 
# oot Reem Rseasee & Bintang ae ot 


mre ss 


AD BOTTOM?—"Apparently trade paper advertising has hit a new bottom.’ 
says Jack Read, advertising and sales promotion manager of Williams Ojil-O- 


telligent and active collaboration 
will develop our relations to your 
entire satisfaction and to our mu- 
tual advantage. 
CHAFIK THOMAS, 
11, Sh. Adly Pacha, Cairo, 
Egypt. 


v v v 

Shows Resourcefulness 

To the Editor: Cincinnati may 
not be the most aggressive city in 
the nation, but don’t overlook the 
resourcefulness of our local news- 
paper men. 

For the very day that AGE comes 
out with interesting samples of 


DORSEY > i 
} Strain tests prove 
LUXed stockings 
last TWICE as tong! B 


what makeup men can do with a 
couple of ads and a pair of legs, 
good ol’ Karl Finn, of the Cincin- 
nati Times- Star, comes through 
with his own version of the gentle 
art of mixing them up. You can’t 
get ahead of that old fox, believe 
me! 

LOWELL P., Orr, 

Jaap Orr Company, Cincinnati. 
F 


Says Labor Split 


Prevents Effective Drive 


| To the Editor: I noted with in- 
| terest your editorial “Should 
|Labor Advertise?” in your May 28 
| issue. The public relations man 
who expressed the opinion 
|}other day” that organized labor 
is badly in need of advertising is 
somewhat late. 

In 1933 the writer published a 
|pamphlet in which he discussed 
the labor problems of the NRA, 
and devoted considerable space 
to the necessity of paid advertis- 
ing 


tions. This pamphlet received a 
very good press, particularly in 
the labor journals. In addition, 
the writer has for many years 
been discussing this situation with 
top-level labor executives and has 
submitted plans based upon long 
and intimate knowledge of the 
work of the unions. In fact, one 


Matic. "The attached two clippings from Plumbing & Heating Business are the 
height of something or other." 
kets. Thus I expect that an in-;of the leading advertising trade 


publications devoted an entire 
page to our activities at the time 
This was 12 years ago. 

The uninitiated lose sight of the 
fact that labor unions do carry on 
a form of advertising which, while 
not meeting the orthodox thinking 
of the average advertising man, 
does serve an important purpose. 
We are prone to overlook the fact 
that organized labor’s membership 
influences not less than 10%- 
and perhaps as high as 20%—of 
our population. 

I abandoned any attempt to 
carry out a plan for general ad- 
vertising for organized labor when 
the split between the AFL and the 
CIO took place. I do not believe 
a divided house can carry on a 
satisfactory campaign and_ until 
such time as the industrial and 
craft organizations get together 
under one roof, I am of the opin- 
ion that their present methods will 
have to suffice. 

There has been considerable 
worth while and intelligently con- 
ceived public relations work done 
by many unions. As a whole, there 
is an ever-changing attitude to- 
ward organized labor and a grow- 
ing realization upon the part of 
our top business executives that 
substantial, lasting prosperity must 
rest upon high employment at the 
highest possible wage. I believe 
that there is a growing realization 
of this fact among advertising men 
as well. If we are to get worth 
while results from our campaigns, 
we must have the national in- 
come so. distributed that the 
“have-nots” can afford to purchase 
the things which the “haves” (the 
so-called “class market’) already 
possess. The Macfadden publishers 
are mong those who are doing 
a good job in pointing out th 
income changes in U. S. families, 
showing particularly the great in- 
crease being brought about in the 
“under $2000 brackets.” 

What is more important than 
labor advertising is a more general 
recognition on the part of every- 
one that labor’s income must be 
steadily increased so that we can 
get ever greater results from cour 
advertising. 

ARTHUR ROSENBERG, 

Arthur Rosenberg Compan) 

New York. 
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Likes Pony Edition 


To the Editor: Knowing how. 


for the first few months of my 
|overseas duty, entirely out o! 
things I felt in the advertis ng 


“the | 


on the part of labor organiza- | 


business, except for the news pro- 
duced by our own agency, Nee- 
ham, Louis & Brorby, I was \v 
happy to have my associates 
home include me in the serv 

men’s pony edition mailings—t 

are definitely a real lift. 

The ad business gets into o! 
blood and it has not proven e 
to break away and assume A! 
duty in its entirety and fo: 
that which has been a 24-hou 
day habit for so many years. Y' 
pony edition is most welcome 
when the great day of ret 
comes around it won’t be qu 
so hard to catch up with the 
velopments and changes that 


ad business is continually creati 
The “Creative Man’s Corner 
great and does something evé 


Adve’ 
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person in the business has wanted 
o do at some time or other—let 


no other people’s advertisements. 
it feels good to see it in print. 
The reproduction of fine ads 

nd adjoining comments are also 
‘ight in keeping with the fine edi- 
orial job you are doing. Nat- 
urally, the “Getting Personal” 
column has always been a favor- 
ite. All in all I find nothing in 
your paper I would change and I 
will go all out in my praise of 
it. Thanks to you for making this 
publication available to the serv- 
ices. 

Sct. Harvey W. OLSEN, 

% Postmaster, New York. 
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Aldens Offers Jobs to 
Crippled Veterans 


To the Editor: Aldens Chicago 
Mail Order Company has had 
every job at the company analyzed 
to determine the possibility of em- 
ploying disabled returning vet- 
erans, especially the cripple with 
the loss of one or more limbs. 

Our president, Robert W. Jack- 
son, is deeply interested in em- 
ploying as many as he can in 
order to make our returning dis- 
abled heroes welcome and again 
take their place as working mem- 
bers of our society. The veterans 
are to receive equal pay for equal 
jobs done, and are to have equal 
opportunity for advancement. 

JACK C, STAEHLE, 

Director of Industrial Rela- 


the point.” 

4. “In May, 1845, a model of 
his (Howe’s) sewing machine was 
ready.” 

We thought you’d like to know. 
GEORGE COLEMAN MARTIN, 
Benjamin Eshleman Company, 

Philadelphia. 
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Wants Pony Edition 


To the Editor: My attention was 
caught today by a piece of mail 
received by one of the men in my 
squadron. Namely, ADVERTISING 
AcE. Being a former marketing 


student at New York University | time now, we have been featuring 
with a keen interest in marketing | illustrations in full color of famous 
trends, my request is prompted by| American planes, equipped with 
the presence of your paper here! Pesco products. 

in China. May I be added to your We receive a number of re- 
subscription list? I would be) quests for reprints of these ads. 
grateful to you, indeed, to receive | We are quoting herewith a rather 
the latest news on the marketing | unusual request—of more than 


front. |passing interest perhaps since it 

Set. WALTER SEID, implies the confidence on the part 

APO, c/o Postmaster, New | of our neighbors in the miracle of 
York, | American war production: 


y a ee 
‘Like Propaganda...’ 
To the Editor: In a series of 
Pesco advertisements, for some 


“Dear Sir: It is a great pleasure 
|for me to write yourself; because 
I am interested in receiving some 
pictures of airplanes from that 
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factory you have like propaganda. 
“My intention is to be able ex- 
hibit them in my own office so I 
am an Admires of the aviation and 
the same time to be in remember 
of the allies cause in the war be- 
cause everybody knows the victory 
is our, we shall win it Herra the 
Democracy, Herra the liberty. 
“Pedro Tellez Valdes, Colegio 
|De Contadores Graduados de la 
| Provincia de Pinar del Rio, Cuba.” 
| S. E. VORAN, 
Advertising Manager, Pesco 
Products Company, Cleveland. 


tions, Aldens Chicago Mail 
Order Company, Chicago. 
v > *F 


On to Tokyo 


To the Editor: It may interest 
you to know that your editorial 
of April 3, 1944, entitled “The 
War Isn’t Over Yet,” inspired the 
attached 7th War Loan ad which 


we've got a score to settle with 


B“ the war's not over yet 
Japan. Let's make our 7th the greacest war loan of all and 
bond until maturity as a token of honor for 


at “Pearl Harbor 


let's keep every 
those who gave their lives 


War bonds are worth roving tor ond Trorlways can help you save for them. 


SANTA FE TRAILWAYS - ——— 
BUS DEPOT 


> , 
rusrnone \S — 


Ad Mo 1 102 + May 


Newronpert 


we have scheduled in more than 
200 papers for our client, Santa 
Fe Trailways. 

In view of the recent develop- 
ments in Europe, we feel this ad 
is particularly timely and 
we're glad to keep back copies of 
ADVERTISING AGE too. 

GEORGE S. LANNAN, 

Holder Morrow Collier, Inc., 

Chicago. 
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Retells Howe Story 
To the Editor: In your May 14 


sue there are two _ advertise- 
ments based on the invention of 
the sewing machine — Pages 7 
id 36. 


We find these advertisements 
rticularly interesting because 

the factual information in each is 
variance with copy we are 

currently using for our client, 
rlumph Industries. 

The basis of the Triumph flash- 
ht battery copy is the University 
Knowledge volume on great 
entors, written by John A. 
loney, B. A., assistant to the 


ector, Chicago Museum of Sci- | 


e and Industry, and edited by 
Glenn Frank. 
nm Page 45 of this volume there 
in illustration of a “stitching 
hine of 1790.” Dr. Maloney 
“When Elias Howe began 
sidering the problem of me- 
nical sewing there was already 
nachine on the market.” 
“Walter Hunt of New York 
already built and sold a few 
dels of his own machine before 
ve started to work, but he neg- 
ted to apply for patents.” 


“Howe finally thought of 


111,00 


‘ing a needle with an eye in| 


Industr 


METROPOLITAN 
POPULATION 


*1945 BANK DEPOSITS APPROXIMATELY 10 MILLION HIGHER THAN 


¢e 377,854 


Bp 
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RETAIL TRADING ZONE 


IN 1944 
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Recollections... II 


Recently retired after 34 years in advertising, mostly 
in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 
series of recollections, 


BY H. C. BRINEY 


Mr. Batten stressed copy in the|tising. I expect I know as much|@ 
business of advertising. He talked|about advertising as any man 
copy and asked others to do so.|/knows. I know that, sometimes, | a 
One day when Elbert Hubbard | it pays.” Already I knew that, so| 
was our caller he talked to the) waited for something helpful. 
copy and art departments. His It came when he said that, if| 
drawling start was: writing on a controversial subject, | 

“IT have written advertising. I|it was well to start with a state-| 
have sold advertising. I have pub- ment that no one, no matter how 
lished magazines carrying adver-' antagonistic, could contradict. Of 


A Nationwide Sur- 


~ 


vey of Radio end RECOLLECTIONS, 1911—This section of a George Batten Co. group, gathered at a Thanksgiving luncheon in I911, in- 


Electronic Techni- | cludes (1) Starling H. Busser, then account executive and now retired; (2) William H. Johns, board chairman of BBDO at 
Hens Reading | the time of his death in 1944; (3) Maurice Collette, then an artist, now account executive, BBDO; (4) F. R. Feland, then 
Habits sent free en | . copywriter, now treasurer, BBDO; (5) Harry Holloway, accountant, still at BBDO; (6) H. C. Briney, author of 'Recollec- 
request. tions’; (7) Douglas Coutlee, art department office boy, now director of advertising, Merck & Co.; (8) Mary Emily Curtis, 
25 WEST 2hAUWS pioneer woman copywriter; (9%) George Batten, and (10) Harry D. Robbins, deceased, then head of the copy department, 
and succeeded by Mr. Briney. 


NEW YORX 7. WN 


course, he had done this in his 
famous advertisement on Stand- 
ard Oil which he started with the 
statement that Standard Oil Com- 
pany is an American corporation. 
That statement was true. Where 
did his advertisement become 
panegyrical rather than factual? 


The Old Maestro 


Hubbard considered himself a 
master in copy and would go to 
lengths to prove it. He didn’t 
know it but he took up my case 
shortly after his visit to Batten’s. 
He prepared a page for The Fra on 
Pe-be-co tooth paste, as he pro- 
nounced it. Neither advertiser 
nor agency approved his copy but 
did send to The Fra a page I had 
written. Hubbard ran my page 
but, in the next number of The 
Fra, had an article in which he 
reproduced his proposed page 
along with the one I had written 
and then, in detail, told what was 
wrong with mine and in how 
many ways his excelled. The net 
result as I sized it up was that 
Hubbard may have soothed his 
vanity and that the advertiser 
got two extra advertisements and 
a masterful editorial write-up for 
the price of a single page. 


Caesar Helps Out 


I learned to write advertising 
chiefly by writing it, but from 
some who never were connected 
with the business I did get help. 
Julius Caesar, for one. I always 
admired his style—concise, clear, 
informative —- when _§ translated 


Lal literally into English. “I came, | 
saw, I conquered.” “All Gaul is 
divided into three parts.” And the 


opening of that supposedly tough 
chapter on bridging the Rhine— 
“Caesar, considering it to be be- 


ts es 


Bubbles can’t burst in the HI-spot of oHIlo — billion- neath the dignity both of himself 
and of the Roman people to cross 
dollar market influenced by The Columbus Dispatch. - by aaa ordered a bridge to be 
ullt. 

It’s an area of stabilized growth. Sure, Columbus’ cur- Flaubert Helps, Too 
e ° Then Maupassant’s account of 
rent $400,000,000 payroll will fall off some in the years his writing apprenticeship under 
2 P | Flaubert always seemed to me 10 
after the war, but it will be up nearly 80% from 1939 'be worth an advertising writer's 
: |consideration. I tell it as I re- 
levels, a C.E.D. survey indicates. Columbus doesn’t ‘member it. Flaubert told Mau- 


passant that no two things in tle 


have all its eggs in a couple of sensitive baskets —40% | 
| 


of its 465 manufacturing plants hire fewer than 25 
persons. Stay on the HIghroad to HIked sales through a | 
regular advertising schedule in The Columbus Dispatch, 


the medium that gives you ’round-the-clock coverage. 


gf Informed people rely on the 


: daily newspaper for ALL the news. Architects want more product 
Tin OMNO , 


data... hence new editorial sec- 
tion “MATERIALS & METHODS” 
starts July. ; 


Moral For You: tei whor: 
new about your products in 


PENCIL POINTS 
PROGRESSIVE ARCHITECTUR: 


Send for new beok “10 FACTS” 
330 West 42nd Street, N.Y. 18 


Represented Nationally by O.MARA & ORMSBEE, Inc. 
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world, no matter how similar, 
vere exactly alike—not even two 
srains of sand. It was the writer’s 
ask to so describe his subject that 
t could not be mistaken for any 
other, no matter how similar. 
\fter reading this, I stepped to 
ihe book shelf, took down a vol- 
ime of Maupassant, opened the 
pook at random and read the first 
sentence in one of his tales to see 
now well he had learned his les- 
son. Again I rely upon recollection. 
The sentence read: “In a ditch at 
the side of the road sat a young 
male child playing with some po- 
tatoes which he now and then let 
fall upon his dirty dress.” Would 
you recognize that child? Would 
you recognize a product described 
so clearly and so differentiated 
from other possibly similar prod- 
ucts? 


The Hidden Sales Point 


There need not always be a 
strongly marked difference be- 
tween the product about which 
you are to write and others in its 
field. Mere emphasis upon one 
point may make a product dis- 
tinective, as I learned soon after 
joining Batten’s. The product was 
Old Hampshire bond, a fine sta- 
tionery made just as other fine 
stationery was made. 

Someone hit upon the idea of 
saying Old Hampshire was loft 
dried, probably selecting that point 


because there was an implication | 


of craftsmanship in those words. 
Other rag bonds were loft dried 
also but Old Hampshire advertis- 
ing reduced salesmen for other 
papers to the level of having to 
say—“Mine is, too.” And “me, 
too” never has been the most ef- 
fective kind of salesmanship. 


Sparing of Adjectives 


In the writing of copy I ac- 
cepted the dictum against su- 
perlatives and so far as I could 
economized in the use of modify- 
ing words. 


| 


I recollected that the! 


first stanza about the Soldier of. 


the Legion described a scene of 


tragedy with a minimum of ad-| 


jectives. So I would plan my 


sentences in nouns and verbs and | 


then add only such adjectives and 
adverbs as I felt to be necessary. 


I don’t mean I wrote the sen-| 


tences and then decorated them. | 


All but the final drafts of adver- 
tisements were generally done in 
my mind and not on paper. Con- 
sequently some who saw me turn 
copy over to the typist without a 
deletion, without an addition, 
without a word written in over an | 
erasure thought I was a copy| 
genius. 

I never told of the many re-| 
visions I had made during the ride 
down town that morning or while 
I lay the night before waiting for 
sleep to come. 


Longhand Aids Writing 


Maybe my finishing an adver- 
tisement before putting a word 
of it on paper was an idiosyncrasy 
but I always did believe that aim- 
ing for neatness in a manuscript 
aided in the selection of words of 
clarity and power for it. I be- 
lieved, too, in longhand copy. I 
know that the men who wrote the 
best copy wrote in longhand and 


If it’s 
: A TEST 


you want... 
TAKE 


5 FP erase 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popu- 
lation. 


*Independent Survey of Providence Bulletin; 


| 
| 


I have said that were I again to 
head a copy department I'd re- 
quire all copy to be written long- 
hand, in ink, on good bond paper 
and charge spoiled sheets to the 
copywriters. One is likely to be 
a spendthrift with words too easily 
produced. 

Generally, too, I read my copy 
to myself sotto voce, because I 
thought that if it read well in an 
undertone it would read well and 
easily in silence. It may have 
been this test that enabled some 
of my copy to win from judges of 
English the verdict —its rhythm 


|helps its readability and believa- 
| bility. 


Short Words and Action 


One rule to be kept in mind is 
to use short words, whenever pos- 
sible, and words of action, when- 
ever possible. We all know that 
but none of us can be reminded 
too often of it. 

As important, ‘too, as the selec- 
tion of words is the order in which 
they appear if clarity is to be 
gained. Here are six words, in 
three arrangements. How many 
different ideas do you get? (1) 


¢ 


Not all the houses were burned. | 
(2) The houses were not all| 
burned. (3) All the houses were | 
not burned. Do any two create 
similar impressions? Be sure you 
say what you intend to say. 

Just the other day in an adver- 
tisement on a product I happen 
to have there was a sentence that 
said no owner of this product had 
ever had to pay for any repairs. 
What did that mean? That the 
product never needed _ repairs? 
Probably not, as mine did right 
then. That an authorized dealer 
would make repairs without charg- 


wo 


ing for them? Why not say so? 
That the factory would make the 
repairs free of cost? Most likely 
interpretation I thought, but I 
wrote to find out. Correct. Right 
now I think more highly of the 
firm’s policy than I do of the way 
it expresses that policy. 

As I’ve done this section of 
Recollections I’ve been mindful of 
a reply I heard my fellow copy- 
writer Feland make to a clerical 
office worker who asked, “How do 
you write copy, Mr. Feland?” “I 
put a little of my life into every 
piece.” 


The Naborhood en Centers... 


The Nation’s No. 1 Spot in Retailing 


@ Criterion posters impress both consumers and dealers 


alike. They coax out many extra retail sales by central- 


izing your advertising in full-color close to the stores 


365 days a year. 


where other consumer advertising doesn’t penetrate. Cri- 


terion posters influence shoppers and dealers all day .. . 


@ Criterion is the only controlled medium that gives you 


local coverage directly in the Nation’s Naborhood Shop- 
ping Centers where 98% of all food, and 85% of all drug 


products are bought. For years Criterion has been help-. 


Heinz, 


ing 


Ralston-Purina, 


Reynolds Tobacco, Swan, 


Bond Bread, Armour, Wrigley, Tip-Top Bread, Corn 


Products, and others. 


NEW HAVEN, 


SE 


122 East 42nd St. 


NEW YORK 17, N. Y. BOSTON 16, MASS. 
“The Consumer Medium of “The Ra. Se N 


CRITERION © 


RVICE 


216 Tremont St. 


612 N. Michigan eg 
CHICAGO 11, | 
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SOUTH'S LARGEST 
CIRCULATION 


Peachtree Street deserves a sonnet, 


But there are no pecch trees on it... 


= is the main stem of the South’s 

number one town. The half-million turn-out 
was for home-coming General Courtney Hodges. 
A few more than that live here now. Most 


of them read The Atlanta Journal. 


The Atlanta Journal 


Covers Dixie like the Dew 


Soap, Fabrics, Toys 
with Rabbit Motif 
to Sweep Country 


New York, June 12.—When you 
think of merchandising, you think 
of a tangible commodity to be 
bought and sold for profit. Not so 
George Kamen, business repre- 
sentative, who likes nothing bet- 
ter than taking an intangible ob- 
ject and, with clever merchandis- 
ing, skyrocketing its sales. 

He did it first with those charm- 
ing little intangibles—the Walt 
Disney characters—and now he’s 
at it again with the intangible as 
well as invisible Harvey. 

Created by playwright Mary 
Chase and brought to Broadway 
fame by producer Brock Pember- 
ton and actor Frank Fay, Harvey, 
as everyone in America seems to 
know by now, is the invisible six 
foot, one and a half inch rabbit, 
star of the production “Harvey,” 
which opened in New York in No- 
vember, 1944, and is this year’s 
Pulitzer prize winner. 


Audience Not Impressed 


At the play’s tryout in Boston, 
a special white rabbit was built to 
appear once during the second act 
and once in the last scene, but 
the audience was unimpressed and 
Harvey became the astral bunny 
he now is. 

That made the problem of mer- 
chandising Harvey difficult for Mr. 
Kamen, who had to perfect an of- 
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Kamen of Disney Fame 


Makes ‘Harvey’ Visible 


ficial Harvey face and figure to 
serve as standard source materia] 
for the manufacturers interested 
in producing Harvey articles, 
Luckily, Miss Chase _ definitely 
identified Harvey as wearing a 
pork-pie hat (with special holes 
for his ears) and a polka dot col- 
lar, and with that to go on, artists 
got to work drawing Harveys ga- 
lore. 


Adopt Whimsical Figure 


Everyone who has seen the play 
has his own idea of Harvey’s 
physique and looks, but the official 
“photograph” finally selected from 
a drawing by artist Max Shepard 
carries a universal appeal of good- 
natured whimsicality. As Mr. 
Pemberton says, ‘Harvey casts his 
aura of good influence on people 
everywhere and anyone who buys 
an article with which Harvey is 
associated will receive a very defi- 
nite benefit in happiness and good 
feeling which Harvey always cre- 
ates.” 

This acceptance of Harvey plus 
the enthusiastic reviews and pub- 
licity attendant upon the play have 
made Mr. Kamen’s actual promo- 
tion work on Harvey merchandise 
comparatively easy. Another rea- 
son for Harvey’s popularity with 
manufacturers and retailers is the 
unique plan whereby tickets to 
the play are available through 
major department stores through- 
out the country for people who 
plan to visit New York and want 
to see the production. Obviously, 
this arrangement facilitates pro- 


Even Better Business 


Bond buying is breaking previous records! 


Work is waiting for returning veterans! 
| Banks are bulging with record deposi’! 
| 


Yes, things have been humming in South 


ming 
in South Bend! 


Sure, business has been good in South Bend... 
scores of booming war plants have taken care 
of that! But what’s coming after the war? A 
staggering backlog of orders for automobiles. 
automotive equipment, sewing machines, r2- 
dios, washing machines, rubber footwear, farm 
machinery, clothing, fishing tackle and other 
nationally famous items of peacetime goods 
made in South Bend will keep this war pro- 
duction center humming with a C.E.D.-pre- 
dicted 122% employment! And that isn’t al!— 


Bend, but theyll be humming even MOR! 


after the war! 


$60 KC — 1000 WATTS 
COLUMBIA NETWORK 
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SOUTH BEND. 


PAUL H. RAYMER COMPANY «¢ National Representative?’ 
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WHIMSY—Verney Fabrics Corp., New 
York, is one of the first national adver- 
tisers to build its copy around Harvey, 


the invisible rabbit, in this ad for 
Saybury robes. 


motion of the Harvey merchandise 
sold in those stores. 


AMC First to Stock 


Member stores of Allied Mer- 
chandising Corporation have been 
the first to stock Harvey items, 
but other stores can sell the mer- 
chandise later this year. 

Despite shortages caused by the 
war, clothing merchandise carry- 
ing the Harvey motif is already 
being produced and _ promoted. 
Verney Fabrics Corporation, New 
York, is one of the first to build 
ads around Harvey—with full 
pages in the June issue of Glamour 
and extensive local newspaper 
promotion for Saybury mother and 
daughter robes. Harvey’s gay face 
is printed all over the rayon robes 
with his head encircled by the 
words “Such stuff as dreams are 
made of!” A large Harvey peers 
through the shadowy background 
of the ads. 


Other ‘Harveys’ Coming 


Ready - to - wear merchandise 
already available or in preparation 
ncludes children’s print dresses 
by E. K. Borgenicht; junior dresses 
by Young American Deb; play 
suits and skirts by Mademoiselle 
Modes, Inc.; sportswear by Derby 
Sportswear, Inc.; skirts by Fash- 
onette, and blouses by Kessler & 
Burg. 

A stuffed Harvey —20 inches 
high—is in the process of manu- 
facture by Frank M. Fischer Com- 
pany to be sold as a toy for chil- 
dren and through the many chan- 
nels handling stuffed animals. 
Fischer is also working on a cock- 
tail set of straws, muddlers and 


picks with Harvey motif for gifts. | 


Lightfoot, Schultz Company, de- 
signer in soap for the many Dis- 
ney characters such as the Seven 
Dwarfs, will put out sOapy Har- 
veys for the bath; in the jewelry 
line, Accessocraft Products Com- 
pany is making the “Pinup Rabbit 
{ the Year,” lucite lapel pin with 
earrings to match, while E. K. 
Wertheimer plans appropriate 
Harvey children’s jewelry. 

All Harvey merchandising activ- 


500,000 


TOCK PHOTOS 


WRITE FOR INFORMATION 


UFMANN & FABRY CO. 


25 S. WABASH AVENUE 
CHICAGO. 4 “— 


ity now under way is backed by 
extensive retail newspaper ad- 
vertising and supporting interior 
and window promotions. Com- 
plete Harvey character identifica- 
tion accompanies each piece. 


In Comic Strip? 


Later this fall, Mr. Kamen plans 
to work out animated or picture 
books for children, and considera- 
tion is also being given to a news- 
paper comic strip with Harvey as 
the hero. 

So Harvey in his many salable 
forms should reach every age 


group and every town and hamlet 
by the end of 1945. And as Frank 
Fay is supposed to have expressed 
it (as reported in The Playbill 
program for the play), Harvey 
“appears in various forms to vari- 
ous people. To some, he’s a week- 
end vacation; to others, he’s a 
blonde; to still others, he’s a bottle 
of Scotch.” 


Ontario Advertisers Elect 


John Grieve, sales promotion 
manager, Imperial Varnish & 
Colour Company, Toronto, has 


been elected president of the In- 
dustrial Advertisers Association 
of Ontario. Also elected were Al- 
ford R. Poyntz, Alford R. Poyntz 
Ltd., vice-president; W. W. Mc- 
Gregor, Ronalds Advertising 
Agency, secretary, and J. G. Beare, 
Link-Belt Ltd., treasurer. 


Morton Appoints Mathes 


Morton Mfg. Company, Lynch- 
burg, Va., has appointed J. M. 
Mathes, Inc., New York, to handle 
the advertising of its two sub- 
sidiary cosmetic companies, Nite 


41 


Stick Company and Snow White 
Products Company, both of Lynch- 
burg. The Snow White campaign 
will be launched Sept. 1. 


Nebraska Group Elects 

Lumir Urban, KORN, Fremont, 
Neb., has been elected president of 
the Nebraska Broadcasters Asso- 
ciation. Duane Watts, KHAS, 
Hastings, was elected vice-presi- 
dent; Art Thomas, WJAG, Norfolk, 
secretary-treasurer, and John H. 
Gillin Jr.. WOW, Omaha, NAB 
representative. 


@ Teena the High Sch 
in her family you're out 
or preferences of our girl Teena. 
many a family decision. It’s because of her that mother is re-doing 
the living room... that father i 
insurance, a new Car, 
you may be sure that when the 


stvle and brand choice. 


not likely to be satisfied merely 


for mother. 


teen-mates, do it in he 


a 
to sell, you can 


.' 


* 
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and a post-war home o 


&. 
So if Rites out to sell Teena and her 700,000 


seventeen 


the young girl's service magazine 


ool girl is a power in the home. 


s thinking seriously of added 


f their own. And 
buying is done Teena will influence 

~ * 
For Teena has a mind of her own. She’s 


because it was good enough 


. « 4 ie 
magazine they read and believ 


TAKE TIME OUT 
FOR TEENA... 


she’s a girl with influence 


It doesn’t matter who 


*t afford to overlook the tastes 


She’s the determining factor in 
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Wallace Charts Course 
for Expanded Department 


Small Business Gets 
Emphasis; Larger 


Field Staff Seen 


Washington, June 12.—In three 
short months, Commerce Secretary 
Henry Wallace has moved well 
ahead on the job of making his 
department “the business man’s 
spokesman in government,” build- 
ing the agency’s importance, and 
cementing his relationships with 
small business, signalled recently 
by the release of the all-inclusive 
report of his “small business com- 
mittee.” 

One thing Mr. Wallace has al- 


ready achieved, to the satisfaction 
of the long neglected Commerce 
staff: He has restored the depart- 
ment as the headquarters for gov- 
ernment activities dealing with 


| business. 


Controls Consumer Surpius 


During recent years, Commerce 
has seen one function after an- 
other turned over to new or in- 
dependent agencies. The _ tide 
turned suddenly a month ago, 
when Mr. Wallace won control 
over disposal of surplus consumer 
property, which originally rested 
with the Treasury. 

Since then there has been dis- 
cussion of the possibility that ad- 
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ditional surplus property functions 
may come to Commerce, including 
some of the power exercised by the 
Maritime Commission in selling 
components and fittings for ves- 
sels, and the difficult aircraft dis- 
posal job now entrusted to RFC. 

Of equal significance, from the 
point of view of the government 
employe, is the active role Mr. 
Wallace is taking in the govern- 
ment program for small business, 
for the first time offering some 
effective competition to the fre- 
quently spotlighted Maury Maver- 
ick, and his buzzing Smaller War 
Plants Corporation. 

So far Mr. Wallace has moved 
relentlessly ahead to instill new 
life in what had become an ex- 
ceedingly musty department, suf- 
fering from a long succession of 
uninterested secretaries. 


Seeks Confidence 


He appears to be anxious to win 
the confidence of business, using 
his public appearances to cham- 
pion conservative and sound busi- 
ness policies. Before the House 
small business committee, for in- 
stance, he warned that any gov- 
ernment plan guaranteeing loans 
to small business would prove to 
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be “an unkindness” unless they 
were based on sound banking 
principles, and accompanied by 
useful management advice. 

Turning to veterans, Mr. Wallace 
said: ‘Money is important for the 
returning service man who wants 
to go into business, but the man- 
agement counsel which the gov- 
ernment can give might be more 
valuable.” 


Sees Postwar Danger 


Insisting that the same precau- 
tions should be observed in mak- 
ing loans to returning service men 
as to anyone else, the Commerce 
secretary said it might prove “un- 
fortunate” if more than a half mil- 
lion, or perhaps 700,000 service 
men decided to start separate new 
individual enterprises, and that too 
much new competition might re- 
sult in chaos in the economy. 

Mr. Wallace has struck hardest 
in the patent office, where his con- 
cern for patent law revision has 
resulted in the resignation of Pat- 
ents Commissioner Conway Coe, 
champion of the existing methods, 
who had been on the job since 
1933. 

The Coe resignation came after 
President Truman had instructed 


MONG the many personal con- 
tacts with traffic managers in 
industry, TRAFFIC WORLD'S field 
reporters talked to Mr. E. J. Leger, 
General Traffic Manager of Butler 
Brothers, whose responsibilities 
hingearound the shipping of 55,000 
items, which, as he puts it, is “no 
picnic, even in peacetimes.” 


Mr. Leger’s business problems, 
accentuated by the war, have to do 
with jurisdiction of inbound trans- 
portation, outbound transportation, 
internal movement and handling of 
products, as well as adequate and 
proper packing and marking. 

To briefly touch upon just a few 


to you what he 
field reporters: 


developments 


he keeps.” 


This is the current and fourth of 
the series of “Reader-Problem 
Interviews with Traffic Managers 


in Industry” bulletins. There is a 
lot of helpful information in 


of the many specific on-the-job 
spots where Mr. Leger needs help, 
here in his own words, we report 


Wants to know about containers 

and other shipping supplies... . 
“Any improvement in carrying ability 
and service of containers and other 
shipping supplies that will reduce 
damage to goods is something in which 
I am definitely interested.” 


Interested in transportation 
equipment, wants protection . . . 

“Yd may not buy outright much trans- 
portation equipment, but I am defi- 
nitely interested in knowing about all 
which contribute to 
speedier and safer delivery of my 
goods. I believe in the theory that a 
carrier is known by the equipment 


Post-war activity will mean 

more exporting than pre-war... 
“In normal times, we exported to over 
40 countries. Our export business was 


recently told our 


good sized but it will be dwarfed by 
our export activity of the post-war era 
when we really expect to make a drive 
for that sort of business. That will 
mean more shipping activity for me 


and my department.” 


duction. 


IF YOU EVER WONDER how fo 


odvertise in these times, write us 


these bulletins of interest to 


those having anything to do 
with products or services in the 
field of shipping, distribution, 


and transportation. 
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TRAFFIC WORLD 


418 SO. MARKET ST., CHICAGO 7, ILL. 
122 EAST 42N2 ST., NEW. YORK 17, N.Y. 


—"} 


TRAFFIC WORLD is the $15-a-year weekly transportation 
news magazine of America 


today for a FREE copy of THE 
ASSOCIATED BUSINESS PAPERS’ 
portfolio “Transition Themes for 
Business Paper Advertisements.” 
A.B.P. doesn’t pretend to know all 
the answers on this subject, but 
you may find useful material in 
their brand new study of today’s 
trends in business paper copy. 


FROM AN A.B.P. PUBLICATION 


These, of course, are butan abridged 
sample of the sort of information 
reported in the original, factual, 
and reliable TRAFFIC WORLD 
bulletins entitled, “Reader Problem 
Interviews with Traffic Managers 
in Industry.”’ The excerpts on Mr. 
Leger’s interview are typical of 
those now being reported. Bulletin 
No. 4 is off the press. Bulletin No. 
5 is now in the process of pro- 


AN A.B.P. SERVICE 
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q 
Mr. Wallace, Economic Stabil ze; 
William H. Davis (who is als) g 
patent lawyer); the Attorney 
General; Charles F. Ketter ng 
chairman of the National Patent 
Planning Commission, and Dr 
Vannevar Bush, director of he 
Office of Scientific Research jing 
Development, to make a concen. 
trated study of the need for reyj- 
sions in the patent system. 


Coe Opposed Changes 


The President’s unceremoniou;s 
acceptance of the Coe resignation 
might be taken as a hint of the 
nature of the report which will /fol- 
low, for Mr. Coe is reported to be 
unwilling to stand for revision of 
the system. 

Complaints against the patent 
system have been directed by the 
Justice Department and by Mr, 
Wallace, on the grounds that too 
many patents have been issued for 
articles which were really not in- 
ventions, and that too many pat- 
ents have been used to suppress 
inventions and promote monopo- 
lies. 

Whether Mr. Wallace will come 
up with recommendations for com- 
pulsory licensing of patents, or for 
less drastic reform, remains a mat- 
ter of conjecture. He has already 
started a “register” of patents 
available to firms seeking ney 
ideas. 


Staff Is Enthusiastic 


A second way in which Mr. Wal- 
lace has made himself felt at 
Commerce has been the interest 
which he demonstrates in the staff 
He has a lot of work for members 
to do, and he is reported to be 
readily available for conferences 
with staff members. 

For the present, the Department 
of Commerce will probably be best 
publicized for the steps it will take 
in behalf of small business. M1: 
Wallace has already hired a tax 
consultant for the small business 
unit. He went out of his way re- 
cently to do a signed article fo 
Domestic Commerce, department 
publication, announcing the avail- 
ability of the first two of the series 
of books on opening small busi- 
nesses which were originally writ- 
ten for the Army, but are now 
being reprinted for the use of 
business and individual civilians. 


Adopts Three Viewpoints 


Commerce is apparently ap- 
proaching business from three dis- 
tinct points of view. First, the role 
of ‘“‘spokesman for business,” typi- 
fied by new interest in such things 
as taxation and surplus property 
disposal; second, the traditional 
management aid job, possibly ex- 
panded to cover service trades, and 
more readily available through a 
greatly expanded field set-up: 
third, business leadership locally, 
stemming from projects which will 
be stimulated by Commerce repre- 
sentatives throughout the country. 

On taxation, the Commerce small 
business committee called for leg- 
islation which will provide acde- 
quate revenue, and distribute the 
burden equitably without “impos- 
ing burdens on business whic 
restrict expansion of production 
and employment, discourage th 
opening and development of new 
business, affect adversely the com- 
petitive position of small as com- 
pared to large business, or inilu- 
ence business decision unduly. 


Tax Changes Recommended 


The committee recommenced 
that the Department of Commerct 
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inings levels, or by a combina- 
mn of both. The committee also 
‘oposed that a small exemption, 
e size of which might be related 
number of employes, might be 
allowed for earnings. 
The committee suggested that 
large number of specialized 
studies and reports be prepared 
which will be of direct and imme- 
diate aid to small _ business.” 
Among them would be a “going 
into business” series on internal 
operation and management, cover- 
ing the opportunities in various 
trades and industries; investment 
required, possible returns, prob- 
lem of selecting a location, com- 
petitive considerations, etc. 


Other Studies Suggested 


Other studies include operating 
functions, such as_ purchasing, 
receiving and _ shipping, market 
analysis, advertising, sales promo- 
tion and public relations; a series 
of distribution cost studies for re- 
tailing, wholesaling and _ service 
establishments; and a _ series on 
“business cooperation” based on 
research on such subjects as co- 
operative buying, selling, advertis- 
ing and research. 

The committee called for a 
census of business at intervals of 
no more than five years, utilizing 
sample methods to provide fre- 
quent data on market potentials 
for various classes of goods. Sam- 
ple reports might cover a simple 
count of retail, wholesale and 
service establishments, their sales, 
employes, kind of business and lo- 
cation. Other data would be sales 
by commodities, credit sales, ex- 
pense data. 


> ert ot 


Urges Fair Trade Groups 


The committee also recom- 
mended study of competition; pos- 
ible revisions of the Robinson- 
Patman and fair trade acts to 
eliminate price discrimination, or 
possibly to provide for price floors; 
and encouraging small business to 
form “fair trade associations” un- 
der supervision of the FTC. The 
committee also wanted studies of 
foreign trade opportunities, busi- 
ness mortality, cooperation with 
universities in research, aid to 
small communities seeking indus- 
tries, studies of the possible effect 
of surplus property sales, and pat- 
ent reforms. 

Pointing out that the department 
could hardly deal with 2,000,000 
proprietors if it had only 26 offices 
and a field staff of 85, the com- 
mittee asked for an expansion, on 
the ground that “it is in a strategic 
position to follow up printed re- 
ports with personal contact.” 

The committee also had a good 
deal to say about providing inex- 
pensive long-term credit facilities 
for small business. Testifying be- 
fore the Patman committee, Mr. 
Wallace expressed his complete 
sympathy with the proposal, but 
left the impression that his plans 
were incomplete. 


May Serve as ‘Guide’ 

One solution which was widely 
scussed by Commerce people 
called for Commerce to serve as a 
“guide” for business men seeking 
overnment assistance, directing 
them to the proper information 
sources, or credit agencies whether 
' be the RFC, a bank, or Com- 

‘ree’s competitor, the Smaller 
War Plants Corporation which, in- 


. A FACT 


~ 


a 


wf 


New designs demand new 
materials ... new methods. 
A new editorial section 


“MATERIALS & METHODS” 
begins in July. 
Moral For You: Tell the ar- 
chitect your news! Advertise in 
PENCIL POINTS 
PROGRESSIVE 
ARCHITECTURE 


Send for new book “10 FACTS” 
330 West 42nd Street, N. Y. 18 


| 


cidentally, has more than a hun- 
dred field offices and a staff of 
1,200, in addition to sizable sums 
of cash to loan. 

In moving into the surplus prop- 
erty picture, Mr. Wallace had ap- 
parently scored a_ considerable 


/coup over Smaller War Plants Cor- 


poration, for Commerce now looms 
as a logical adviser to the small 
business man investigating the pos- 
sibilities of handling surplus goods. 
The new relationship between the 
surplus sales organization and 
Commerce may also call for ex- 
pansion of Commerce’s' market 


research activities, and result in| Dreyfus Leaves Schenley 


more working funds for the de- | ee : 3 

partment, since the surplus prop- | M. L. Dreyfus, managing direc- 
erty sales outfit will probably itor and vice-president of Schen- 
“pay” Commerce for the research | ley Import Corporation, has re- 
carried out by the Bureau of For- | Signed to form Dreyfus, Ashby & 
eign and Domestic Commerce. Co., ine., _Wine importer, _New 
ist | York. Prior to his association 


M. L. Dreyfus, Paris, and of Drey- 
| fus, Ashby & Co. Ltd., London. 


Brosemer to Picard 


L. J. Brosemer, formerly a tech- 
nical consultant to General Foods - ‘ 
Corporation, New York, has joined Join Ralph Harris 
Picard Advertising Company, New Elaine R. Gruntfest, formerly 
York, as copy chief of the agri-| with the New York office of OPA, 
cultural department. | and previously with Milton J. 


}with Schenley, he was head of | 
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| Adler agency, has joined the ex- 
ecutive staff of Ralph Harris, New 
York. Paul Hausdorff, formerly 
;}an art director of Abbott Kimball 
Company, has been appointed art 
director of the agency. 


New Appliance Magazine 
Home Comforts Wholesaler, a 
|monthly for wholesalers and man- 
ufacturers of plumbing, heating, 
air conditioning and allied prod- 
| ucts and appliances, has been 


launched by Heatherton Publish- 
{ing Company, New York. 


--for 15 YEARS 


an advertiser in POULTRY TRIBUNE 


Because water is more important to 


poultry 


than to any other livestock—per unit of body 


You can't afford to leave a "Two Billion Dol- 
lar Hole” in your Farm Magazine Schedule. 
1943 gross farm income from Poultry and 
Eggs was $2,867,000,000. (Source U.S.D.A.) 
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Poultrymen need, tell them about it through the 
friendly pages of America’s Leading Poultry 
Farm Magazine. You'll see why so many na- 
tional Advertisers include Poultry Tribune on 


their basic Farm Magazine Lists. 
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Reconversion Gets 
Rolling Slowly: 
Steel Is Handicap 


Washington, June 13.—Recon- 
version has moved slowly ahead 
since V-E Day, with various con- 
sumer goods manufacturers rapidly 
concluding that the release of re- 
strictions on their production will 
be little more than a “hunting li- 
cense” during the coming months. 

Except for scheduled production 
of relatively small quantities of 
such items as washing machines 
and refrigerators, WPB is reluctant 
to give more than emergency as- 
sistance to a manufacturer who 
has the plant and labor for civilian 
goods production. 

A WPB policy statement on 
civilian production yesterday said 
that program assistance for a ci- 
villian product could be granted 
only to the extent of the largest 
program for that item during 1942 
or 1943. All civilian output be- 
yond wartime schedules must come 
from material and components on 
the free market. 


Key to many reconversion prob- 
lems appeared to be a shortage of 
steel sheets, with mills booked up 
through the third quarter for hot- 
rolled steel and light-gauge cold 
rolled. 

In a favored position in the im- 
mediate future are the refriger- 
ator, washing machine and electric 
range people, who are programmed 
through the third, and possibly the 
fourth quarters. Because of their 
status they will have priority as- 
sistance for the stampings and 
other components they will need. 

The industries have been ad- 
vised, however, that there will be 
no priority assistance for anything 
beyond their official quotas, al- 
though they are free to make more 
units whenever they have the nec- 
essary parts. 


WMC Lifts Restrictions 


Manpower has become much 
less a cause of concern, particu- 
larly since the War Manpower 
Commission has decided to give 
area directors increasing discretion 
in lifting restrictions. The WMC 
ruling, issued in defiance of the 
navy, is expected to ease the prob- 
lems of civilian goods manufac- 


turers located in areas where 
heavy war contracts are still in 
production. 


At the present time, 265,000 re- 
frigerators, 350,000 washing ma- 
chines and 35,000 electric stoves 
have been scheduled. The 200,000 
automobile quota must be met 
without priority assistance. 

Meanwhile bicycle manufactur- 
ers said it is improbable that they 
can get parts for more than the 
23,000 machines a month sched- 
uled by WPB. Modified war model 
machines will generally be made 
by the plants reconverting during 
the third quarter, bicycle people 
said, with prices for the new mod- 
els based on prices for the pres- 
ent modified war models. 


Lubaid Begins Series 


Lubaid Company, Milwaukee, is 
releasing a campaign to metro- 
politan daily and Sunday news- 
papers on Lubad-T for dissolving 
motor sludge and carbon binder. 
Copy also appears in The Ameri- 
can Weekly, Popular Mechanics 
and Popular Science. Advertisers’ 
Service, Inc., Milwaukee, is the 
agency. 


Aid to Exporters 
Studied as House 
Clips OWI Wings 


Would Liquidate All 
Foreign Good Will 
Propaganda 


Washington, June 13.—Now that 
the House has voted to begin liqui- 
dation of the OWI overseas branch, 
State and Commerce officials 
charged with planning a $10 bil- 
lion postwar export trade are 
wondering how far government 
public relations will be permitted 
to go in developing foreign mar- 
kets. 

Before the war, the government 
had no organized promotion ma- 
chinery operating in support of 
the American trader, although 
commercial intelligence officers 
put their shoulder to the wheel 


...and now, gentlemen... getting down to the 


schedule...” 


Good time to get down to the fact that The Enquirer is Cincinnati’s most 
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circulation gain of any Cincinnati newspaper in last 10 years. Greatest 
home delivery. The Enquirer reaches the solid, thinking people who take 
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when something could be done 

In recent years however, orga - 
ized official overseas publicity »y 
governments seeking markets {yr 
their goods have come into fas\- 
ion, with foreign governments 
spending nearly $5,400,000 in tie 
United States in 1944 alone, muh 
a. devoted to building “good 
will.” 


Would Aid Export 


On its part, the United States, 
through the overseas branch of 
OWI, devoted considerable energy 
in all parts of the globe toward 
building a better understanding of 
this nation, to ease the tasks of 
our Armies, and incidentally to 
build up a reserve of good will 
which would eventually benefit 
American business. 

It has been generally felt that 
the overseas information job would 
continue in some form after the 
war, although OWI as such may 
go out of business. Archibald 
MacLeish and Nelson Rockefeller 
are on record as advocating “cul- 
tural” programs, and similar good 
will efforts through the State De- 
partment, but the 1946 State De- 
partment budget made no allow- 
ance for immediate absorption of 
the functions. Even though the 
House may be overruled on OWI 
this time, its hostility toward gov- 
ernment - sponsored propaganda 
was clear. 

As debated in the House last 
week-end, the issue was whether 
or not the U. S. should have an 
official propaganda organization 
to support export trade in peace- 
time. The majority that carried 
the day argued that private pub- 
lishers and commercial organiza- 
tions could build all the good will 
needed. Their opponents. con- 
tended that Europeans will soon 
forget the role we played in the 
war unless an organized informa- 
tion. program is continued. 


Difficulties Face Publishers 


According to those who de- 
fended the overseas information 
program, the government program 
is needed in addition to what pri- 
vate organizations can do. For 
one thing, it is argued, it is still 


impossible for publishers to func- 


| tion efficiently abroad. 


For an- 
other, it is said that Europeans 
still do not realize the size of 
America’s contribution to victory. 
Congressmen who have been 
abroad warned of the _ possible 
repetition of the 1920s when Eu- 


Mr. and Mrs. Hoosier 


All during these busy days 
Hoosier families have been 
wearing out such things as 
radios, cars, washing-ma- 
chines, lawn-mowers, vacuum 
cleaners and numerous other 
irreplaceable items. 


One of these days in the near 
future they are going to de- 
cide which of these things 
they want first and need 
most. 


Better plan to tell them your 
message NOW thru the mem- 
ber newspapers of the 
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rope quickly forgot our war rec- 
ord, and referred to us as “Uncle 
Shylock.” 

In testimony before the House 
appropriations committee a few 
weeks ago, OWI Director Elmer 
Davis and his staff said that OWI 
was prepared to turn over its ac- 
tivities to private organizations as 

on as they were able to do the 
job. Reporting that OWI over- 
seas. publications have already 
brought in $2,000,000 from news- 
stand sales, Thurman Barnard, 
executive director of the overseas 
branch, added: “We have no pride 
of ownership in these publications 
of ours. Just as soon as Ameri- 
can commercial publications can 
get into these countries in suffi- 
cient quantities to carry the 
American story and the American 
point of view, we want to get out.” 

Mr. Barnard added that the dif- 
ficulties of shipping, shortness of 
paper supply, distribution prob-| 
lems and the difficulties of foreign 
exchange continue to hamper pri- 
vate publishers. He said OWI 
welcomed “the progressive Ameri- 
can publishers” who are planning 
foreign editions. 


Publishers Given Assistance 


He told how OWI “helped the 
Reader’s Digest in a great many 
ways” to start its Swedish edition 
‘just as we helped them and 
worked with them in building the 
Arabic edition” and “just as we 
would help publishers everywhere 
so that the American story in 
proper perspective can reach the 
peoples of the rest of the world.” 

Significant testimonials on over- 
seas propaganda work came to 
light this week, with a report from 
the Department of Justice that 15 
official foreign information agen- 
cies spent a total of $5,368,000 for 
propaganda in the United States 
last year, much of it devoted to 
building good will, with the view 
of assuring postwar markets. 

Based on registrations under the 
Foreign Agents Registration Act, 
the Justice report said that with 
the single excepion of the Soviet 
Union, nations are increasingly 
concentrating their propaganda in 
government - sponsored agencies 
where efforts are made to “create | 
good will through reports on their | 
contributions to the war, and as-| 
pects of their history, culture and | 
present-day problems.” 


Others Do Well 


This “broader” approach  to| 
propaganda, the Department of| 
Justice commented, has been ac- 
companied by a “substantial re- 
finement of techniques,” with most | 
of the information services using 
our domestic press, radio and com- | 
mercial film distributing organiza- 
tions as outlets in dealing with 
the people of this country. 

“It is of more than passing in-| 
terest to note that, in a number of | 
reported instances, books, motion | 
pictures and radio broadcasts of | 
foreign governments have at- | 
tained sufficient literary or dra- | 
matic excellence, and enough en- | 
tertainment or technical value to | 
be commercially profitable ven- | 
tures in the American market,” | 
the Justice Department found. | 

Probably the most thorough is | 
‘the British Information Service, | 

hich spent $2,143,000 in 1944, | 

it the activities of others are | 
| 


olded in the British pattern. 
this way, the London Polish gov- 
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ernment spent $850,000; the Neth- 
erland Information Bureau $530,- 
000; Belgian Information Center 
$532,000 and French Press and 
Information center $347,000. 

The expansive British Informa- 
tion Service has its home office at 
30 Rockefeller Plaza, New York, 
with branches in Washington, Chi- 
cago and San Francisco, and rep- 
resentatives at consulates in At- 
lanta, Boston, Cleveland, Detroit, 
Houston, Kansas City, Los Angeles, 
New Orleans, Philadelphia and 
Seattle. 

It doesn’t miss a bet, from an 


-) 


information library of 8,000 books 
and 40,000 official British docu- 
ments, to a distributing arrange- 
ment which enabled the British 
production “Desert Victory” to 
play in 9,552 U. S. theaters. 

In a 12-month period, the New 
York press and radio division 
placed 1,285 articles in American 
newspapers and magazines, from 
special features for such publica- 
tions as the New York Times and 
The Saturday Evening Post, to 
“Teaching Trees to Feed” for the 
American Forests and “A Police- 
man Looks at Life’ for The IIlli- 


nois Policeman. Among the clients 
were the Journal of Nervous and 
Mental Diseases, Brewery Worker, 
Heroic Comics, Popular Science 
and The Farmers Union Herald. 


Uses All Media 


The press section put out 250,- 
000 copies of 1,113 press releases, 
and handled 1,500 inquiries. A 
daily°war commentary went to 188 
commentators, government  of- 
ficials and others. Over 6,000 
British prints were loaned to 
newspapers and periodicals, and 


about 1,000 prints to government: 
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agencies and the U. S. armed 
forces. 

In one year, the radio section 
issued 35,000 copies of 241 press 
releases and 252 radio scripts, plus 
300 copies of a series of record- 
ings, “Freedom’s Fighting Men.” 
The New York Film Division dis- 
tributed 17 feature films through 
RKO, MGM, Warners, Columbia, 
Loew’s, Paramount and Universal, 
the most successful being “Desert 
Victory.” It also arranged for 
distribution of shorts and news- 
reels, and for 42,151 non-commer- 
cial showings of 241 16 mm. films, 


Registrations by States, 1944-1943 


(As of the End of the Registration Year) 


State 


Alabama 
Arizona 
Arkansas 
California 


Kansas 
Kentucky 
Louisiana 


Virginia ° 
Washington 
West Virginia 
Wisconsin 
Wyoming 


Total 


Passenger Cars 


1944 


282 , 263 
109, 000 
190. 156 


476.807 
360, 000 
309. 000 
146.227 


431, 481 
506 , 000 
203 .032 
686 . 829 

62.071 


1943 


288 ,530 
108,815 
=. 716 


1944 


67.198 
27,500 
74,459 


121,804 
75,295 
71,000 


487,491 
363,471 
314,622 
145, 280 
402,236 


424,127 
500,790 
209,527 
693.559 


62,645 20.472 


Trucks 


25,342,329 25841215 


4438056 4549882 


—and the_/. ' After Market 


In case you have been impressed by some wild statements which have 
been given considerable publicity, to the effect that 5000 or 6000 cars 
and trucks are going out of service every day—we thought you might 


like to look at the record. 


During the entire year 1944, passenger car registrations shrank by less 
than half a million—truck registrations by only slightly over 100,000. 
The figures are above. We can give them to you by states if you 


want them. 


These 25,342,329 registered cars and 4,438,056 registered trucks need 
lots of service today—so much that you have to make an appointment 


well in advance to get it. 


This automotive after-market will take all you can sell it now—and 
after the war, watch it grow! Just like MOTOR AGE, which serves it. 


FIRST IN IMPORTANCE—Car Dealers and Independents 


A 
CHILTON 
Publication 
© 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 
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Rrtaatten eecrgeee come 3 ae 


Droits Viva 
a 4 = 
Pravale lanes 
| Rumors to the contrary, Electro-| stricted foreign trade during te le 
| Motive division of General Motors | period of consumer shortages m y 
Corporation, La Grange, Ill., man-|have a serious tendency to dra n H 
ufacturer of Diesel locomotives,| the domestic market of goods that 
|isn’t planning to expand its ex-|are in short or critical supply hee, ° 
port division, company officials|and it is a safe assumption that ) 
say. it will do what it can to hold ex- 
Spokesmen for the company!ports to “reasonable” limits unti] 
point out that it is currently one} civilian supply lines here are rea- 
year behind in domestic orders,|sonably well filled. 
and that it seems unlikely Electro- : -* 3 
Motive would be interested in The fair and exposition busi- 
going into a European market that| ness will boom mightily after the Cc 
calls for equipment for half a/war. A citizens committee in De- ipp! 
dozen different gauges of railroad|troit is starting meetings to dis- gm 
track. cuss a “world’s fair” in that city ors 
eo oe as soon as possible after V-J Day, pub. 
In its May 14 issue, AA reported|and some Chicagoans, who think ceut 
the eagerness of S/Sgt. Smith W.| their 1933 Century of Progress iste 
Moseley and an advertising class| touched off a new era in exposi- is | 
of his bomber squadron to write| tions, are voicing the suggestion med 
an actual campaign for some ad-| that another such display and ex- nitic 
vertiser. Sgt. Moseley advises that} position ought to be held in Chi- sy 
despite considerable moving| cago shortly. reac 
around by his group since the of- A ies whe 
fer appeared, he has already re- RFC, whose surplus disposal fell 
ceived eight letters and hopes his| branch is currently running ad- at t 
ad class can sit still somewhere] vertising through Fuller & Smith der 
long enough to turn out the copy|& Ross on particular items, is con- Bre 
desired. sidering adding an_ institutional age! 
. = 4 campaign to its efforts, to inform vert 
Latest private check of the/|the public on what it is doing and ¥ 
stock condition of grocers through-|the manner in which it is operat- Uni 
out the country reveals that aside|ing. If the campaign eventuates, Jow 
from canned pineapple and pine-| it will be the first purely informa- rece 
apple juice, which are practically | tive or institutional ad effort ever of b 
unobtainable, canned salmon is| paid for by a government agency. a st 
the scarcest commodity of all right > = * titio 
now, with 70% of retail stores | National Restaurant Association ind 
having none on hand. |is urging members to cooperate war 
* ¢ ¢ with the field staff of General mar 
There are reports in Washing-| Foods in a _ national restaurant tisir 
ton that the State Department is| survey to get more facts on con- 
not too eager to have American|sumption and sale of beverages, 
exporters hog the foreign field, | baking ingredients, desserts and M 
because this might make Britain| cereals in restaurants. GF, says of 2 
sicker than she is economically,|the association, plans to step up the 
and thus disturb the international | its activities in the restaurant field che 
scene. This attitude may have an | considerably. mai 
me bearing on sat Racy 2 ——_—_—_—_—__— the 
; plans of exporters, but even more . ical 
j important, for the immediate fu- Joins Kotula Company icin 
ture, is the attitude of the WPB| Bruce J. Marengo has been ap- foun 
; civilian requirements division. |pointed art director of the Kotula dire 
eee This unit believes that unre-'Company, New York. lica 
ogn 
and 
ver 
are 
= of t 
l e ousan s sen ably 
ticu 
: . + A 
No fortune teller of the crystal ball variety is KSTPete. Oth Th d LISTEN! ove 
er Thousands a) ee 
With Sellevision—the eye to the ears of tomorrow — he = 
: fror 
doesn’t have to be. He can confidently predict a greater Every morning at precisely 12:30 ~_ 
: 5 7 . to 5:00 a.m. a mellow fellow named prai 
future in the Twin Cities Market for KSTP advertisers. Levy Gaalide ts dential tine: te to | 
. . homes of thousands of C K L W lis- of : 
Since present-day results are the cumulative effect of ie eae , 6.3 
teners. It’s radio’s original DAWN the 
KSTP’s continuous audience promotion efforts in the past, PATROL . . . the fast-moving 414- dv 
hour output of a master showman. Mo 
y ° oat , ; ‘ , cur 
: they are proof enough of the soundness of this prediction. Mixed in with comedy, recordings, aba 
i and guest-star attractions, is world be 
Sellevision is no empty “inspiration.” It is a tested TT tens news, the weather as it is and will 7 
, a oo EMCEE be, and the intimate good nature loi 
station betterment policy based on long-range thinking of Larry and his entire staff. if 
: and far-sighted planning. Proved in four years of actual What the ten-year old DAWN PATROL formula has done 
4 for sponsors is written in very black ink on the ledgers 
. practice, KSTP’s station betterment policy still is being of a host of repeat customers .. . the kind of alert pro- 
‘ . , gramming that has a habit-forming vitality. 
carried out with unabated effort today and will continue 
If youre now buying radio, or are seriously considering 


to go on in improved form tomorrow. That is Sellevision — 
past... present... future, in one package — your best radio 


buy in the Twin Cities Market today and tomorrow! 


50,000 WATTS—CLEAR CHANNEL 


NORTHWEST'S LEADING RADIO STATION 
EXCLUSIVE NBC AFFILIATE FOR THE TWIN CITIES 


Represented Nationally by Edward Petry & Co. 


more radio, it would be a wise thing to have a chat with 
CK L W showmen. Their business is knowing what the 
public wants in this—America’s Third Market. They can 
save you worry, time and needless expense. 


J. E. CAMPEAU, Managing Director 
Union Guardian Building, Detroit 26 


ADAM J. YOUNG, JR., Inc. 
National Representative 
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Medical Ads Cost 
Less Than Mail, 
J. of C. Study Says 


‘Recognition’ Tests 
Made Under Grant 


from Breese Agency 


Chicago, June 14.—There is no 
appreciable difference in the rec- 
gnition that is gained from doc- 
tors by direct mail advertising and 
publication advertising of pharma- 
ceuticals, but “direct mail is con- 
sistently from three to five times 
as expensive as the publication 
media in terms of reported recog- 
nition.” 

This is the major conclusion 
reached by Franklin T. Branch, 
who conducted a study as research 
fellow in the school of business 
at the University of Chicago, un- 
der a grant made by Murray 
Breese Associates, New York 
agency specializing in medical ad- 
vertising. 

The study, reported upon in the 
University of Chicago’s current 
Journal of Business, checked the 
recognition, interest and “value” 
of both types of advertising among 
a stratified sample of general prac- 
titioners and specialists in Chicago, 
and found that despite their added 
wartime duties, doctors are re- 
markably close readers of adver- 
tising. 


See Half of Ads 


Mr. Branch’s stratified sample 
of 238 doctors, interviewed through 
the recognition-recall method, was 
checked on its readership of direct 
mail pieces and selected ads from 
the Journal of the American Med- 
ical Association and Modern Med- 
icine. General practitioners were 
found to recognize 48.5% of all 
direct mail and 52.7% of all pub- 
lication ads, while specialists rec- 
ognized 34.5% of all direct mail 
and 35.1% of all publication ad- 
vertising. The specialists’ ratings 
are lower, of course, since some 
of the ads or direct mail presum- 
ably did not involve their par- 
ticular specialties. 

According to Mr. Branch, the 
over-all figure for the complete 
sample shows that 23% of all di- 
rect mail is either partially or 
completely read (as distinguished 
from “recognized’”’) and 20% of 
publication ads are partially or 
completely read. The general 
practitioner, in particular, seems 
to be a confirmed ad reader, par- 
tially or completely reading 27.2% 
of all the direct mail he gets and 
26.3% of all publication ads. Since 
the AMA Journal prints about 70 
advertising pages weekly, and 
Modern Medicine, a monthly, is 
currently running to a total of 
about 250 pages per issue, it can 
be seen that the general practi- 
tioner is doing an enormous amount 

f ad reading in these publications 
lone. 

In breaking down costs on the 


PTLORIDA’S MOST POWERFUL 


basis of securing one recognition, 
Mr. Branch reports that direct mail 
costs 8.5 cents per impression on 
general practitioners, and 16.8 
cents per impression on specialists, 
“while the same recognitions may 
be expected to cost roughly 1.9 and 
3.6 cents, respectively, through the 
publication medium. 


Cites Costs per Reader 


“A more practical index to the 
relative cost of the alternative 
media,” he continues, “is the ex- 
penditure necessary in order to 
have one doctor either partially 
or completely read an advertise- 
ment. Through the medium of di- 
rect mail such an accomplishment 
would cost 17 cents for a general 
practitioner and 32.8 cents for a 
specialist, while the corresponding 
costs through magazines are 3.7 
and 8.3 cents, respectively.” 


the author proceeds logically to a 
discussion of why direct mail is 
so persistently employed in the| 
medical field if its costs are so| 
much higher, in the course of 
which discussion he raises a point 
of extreme interest to all adver- 
tisers—the matter of possible “‘sat- 
uration” in a medium, beyond 
which additional expenditures at- 
tract such relatively little addi- 
tional readership that the money 
might be spent to much better ad- 
vantage in some other medium. 


Has ‘Saturation Point’ 


“Consider the possibility,’ he 
says, “of increasing the size of a 
publication ad from a full page to 
a spread. As a result, the adver- 
tising expenditure would be ap- 
proximately doubled. The findings | 
of this study would indicate that | 
the additional expenditure would | 
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nition by 17.3 and 9.7 for special- To Distribute Sol Cafe 
ists and general practitioners, re- | etcGinemick & Ce. taltieie 
. rae Cor *k ce é m 
page ercentages it is ‘has been appointed to handle ex- 
Satielit tank “i Chi 221 addi- |clusive national distribution and 
mee : aCAgO <6) AdCi~ |promotion of Sol Cafe, soluble 
tional specialists and 264 additional | (ofee product manufactured by 
general practitioners would be/ Great Star Soluble Coffee Com- 
reached. Dividing these data into pany, New York. 


the additional cost chargeable to| 
Chicago results in an average cost 
Blyth Names BBDO 
Blyth & Co., investment banker, 


per doctor of 17.7 cents. The av-| 
erage cost per doctor through the | 

|has appointed the San Francisco 
'office of Batten, Barton, Durstine 


medium of direct mail is 11 cents.” 

White Owl Drops Wilson & Osborn to handle national ad- 
G 1 Ci C N vertising. Financial announce- 

Sark. whieh dsemenin’ Hert Wil, _ments will continue to be placed 

son’s commentaries for White Owl 7 eee 

cigars on Mutual Broadcasting | : 

System, will discontinue the pro- To Vickers & Benson 

gram July 1. The quarter-hour| The Bank of Montreal has ap- 

series is heard Sunday, 10 p.m., | pointed the Montreal office of 

EWT. Agency is J. Walter Thomp- | Vickers & Benson Ltd. to handle 


Having reached this conclusion, !increase the percentages of recog-!son Company, New York. 


‘its advertising. 
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Like most good advertising agencies, B.B.D.& O. believes 
strongly in keeping its clients informed on tomorrow’s trends. There- 
fore, in a recent issue of “The Wedge”, a company promotion piece, 
B.B. D.& O. outlined what it believes will be one of America’s most 
important consumer markets the day after complete Victory is won. 

Here’s a sample of the agency’s thinking: 

“Take your group of millions of brides. Add the war workers 
who will be heading home, starting housekeeping again, restocking 
the pantry. It’s anybody’s guess how many there are, but there’s no 
guessing about it—they’ll be refurnishing, refurbishing. Add the 
two-family “‘duration doubles” who are restlessly waiting to split up. 

“Take a look at that mammoth market. Does it make you stop 
and think? Yes, the years right after the war will be years of big 
decision.” 

And again: 

“Add a lot of 1943’s brides (remember, there were 1,577,000 
of them!) to the new home-makers of 1944 and 1945, Add a lot of 
the 1,758,000 brides of 1942. Add a big group of the 1,679,000 
brides of 1941—even the 1,565,000 brides of 1940. Their husbands 
are at war, their dream homes are on paper, their plans are post- 
poned to your year of opportunity— that year, whatever year it is, 
when the war at last is won.” 

What B. B.D. & O. says is so important to every manufacturer 
and advertiser of consumer products that we have asked for and 
have been given permission to reprint a limited number of copies of 
“The Wedge”. We would like to send you a copy if you will just drop 
us a postcard today, 


A MAJOR CONSUMER MARKET FOR YOU! 
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The more than 1,400,000 young Hillman 
Women’s Group readers comprise a sharp and 
solid “‘Wedge” for every advertiser alert to 
post-war marketing opportunities. An over- 
whelming proportion of them are the young 


HILELMAN 


STORY 


brides of yesterday and today who will soon 
become the mothers, and thereby the leaders, of 
a new generation. Their buying habits are being 
formed now... habits that will continue into 
the years of peace-time plenty that lie ahead, 
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a Victor Elects Two V.P.s 


Frank M. Folsom, vice-presi- 
dent in charge of the RCA Victor 
division, Radio Corporation of 
America, has been elected vice- 
president, and John G. Wilson has 
been elected operating vice-presi- 
dent of RCA Victor. 


Sheppard to Detroit 


3 Charles J. Sheppard of the Chi- 
; cago office of Lorenzen & Thomp- 
' son, Inc., publishers’ representa- 
tive, has been appointed manager 

of the Detroit office. 


Tynan Joins Victor 

Lorna Tynan, formerly woman’s 
ae ju editor of the Los Angeles Tidings, 
x has joined Louis Victor, Holly- 
wood, advertising and publicity 
agency, as copy chief. 


Schmidt Awards, 
Adclub Honors 
Are Announced 


San Jose, Cal., June 12.—Artist 
George Sheppard carried off the 
top prize, $200 in cash, in the Max 
Schmidt memorial awards, outdoor 
poster contest and exhibit spon- 
sored by Schmidt Lithograph Com- 
pany, San Francisco, and held in 
connection with the Pacific Adver- 
tising Association’s annual meeting 
here last week. 

The winning entry, a figure of a 
man holding a “welcome” banner, 
was prepared for Union Oil Com- 
pany of California, Los Angeles. 
Foote, Cone & Belding is the 
agency in charge. 

Second award went to artist B. 
Bomberger for a Lucky Lager beer 


poster prepared for Interstate 
Brewery Company, Vancouver, 
Wash. Ruthrauff & Ryan handles 
this account. Third award was 
made to Haines Hall for a war- 
keyed poster used by Tide Water 
Associated Oil Company, San 
Francisco, through Buchanan & 
Co. 


Club Awards Made 


Association awards also were 
presented to individual clubs for 
such activities as membership 
gains, club attendance, club pro- 
grams, publicity, war cooperation 
and advancement of business pro- 
grams. In the “sweepstakes” com- 
petition, including all club activi- 
ties for the year, the Oregon 
Advertising Club, Portland, won 
first place. Second went to the 
Phoenix Advertising Club, third 
to the Long Beach Advertising 
Club. 
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Prepare fo Fight 
Postwar Ad Curbs, 
Belding Tells PAA 


Restrictive Laws 
May Be Sought, 
Clubs Are Warned 


San Jose, Cal., June 12.—Organ- 
ized advertising must be more 
alert than ever to the dangers of 
legislation which would curb ad- 
vertising, Don Belding, chairman 
of the board, Foote, Cone & Beld- 
ing, Los Angeles, told members of 
the Pacific Advertising Association 
at their fourth wartime conference 
here last week. 

The best defense against such 
dangers, he insisted, is an offense 
which, working with educators, 
legislators and the public, seeks to 
explain how business and adver- 
tising really work. While war ad- 
vertising must continue as the 
Number 1 project, groups such as 
the PAA and its operating commit- 
tees must be ready to meet the 
problems of peace, the agency ex- 
ecutive said. 


Silences Opposition 


The association, through its “Ad- 
vancement of Business” program 
launched in 1940 after a wave of 
anti-business and anti-advertising 
sentiment, helped combat this op- 
position successfully, Mr. Belding 
recalled. After the war broke out, 
advertising quickly demonstrated 
how important it was, effectively 
silencing the group of educators 
which tried to have it practically 
eliminated as a war measure. 

Although advertising now is 
“eating at the adults’ table,” it 
must expect postwar opposition 
and must be ready to help Amer- 
ica’s economy deliver as never be- 
fore, he declared. 

As examples of the good busi- 
ness advancement projects under- 
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PREXIES—Charles A. Storke, left, as. 

sistant publisher, News-Press, Santa 

Barbara, Cal., newly elected president 

of the Pacific Advertising Association 

with the outgoing president, George 

Weber, partner of Mac Wilkins, Cole 
& Weber, Seattle. 


taken by the PAA, Mr. Belding 
cited its studies on markets, prod- 
ucts of the West, and distribution. 
and the new study on labeling now 
being completed. 


Club Cooperation Sought 


At a panel discussion of how 
advertising clubs can increase un- 
derstanding and recognition of ad- 
vertising, ad clubs were urged to 
reach out beyond their own ranks 
in order to acquaint other business 
groups, teachers and consumer or- 
ganizations with the work adver- 
tising is doing and can do in the 
trying days ahead. Herbert H. 
Kirschner, president of the San 
Francisco advertising club, led the 
panel, whose participants included 
Irvin Borders, president of the Los 
Angeles adclub, Amos _ Jenkins, 
Deseret News, Salt Lake City, and 
Col. Edward Foulkes, president of 
the Sacramento adclub. 

The competition between grade 
and descriptive labeling should re- 
sult in real improvement for the 
consumer in coming years, accord- 
ing to Nagel T. Miner, director, 
Golden Gate College, San Fran- 
cisco, whose PAA-sponsored study 
of labeling is to be published this 
summer. He said there is a steady 
and growing demand for full, ac- 
curate information on the label! 
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egarding the quality of goods, 
imulated by consumer education 
yurses in the schools and colleges, 
, consumer organization and by 
vvernment agencies. 


‘Descriptive’ Leads 


“Grade labeling does not seem 
be practical except in situations 

. here consumers would agree on 
e relative desirability of all the 
.aracteristics found in a product,” 
said. “Descriptive labeling 
ems to have a wider application. 
he objectives of both schools of 
thought on the best method of giv- 
ing the consumer information are 
very similar. . . Since both meth- 
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_ 
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ods are being used with canned 
soods, the ordinary consumer will 
be able to express her preference 
when canned goods become more 
abundant in the postwar period.” 

Many campaigns of important 
local nature in the PAA area need 
special treatment now, the confer- 
ence was told by Robbins Milbank, 
McCann-Erickson, San Francisco, 
who heads the association’s war 
activities committee. He cited the 
Navy’s ship repair manpower cam- 
paign as one of the most impor- 
tant. A campaign aided by the 
PAA and San Francisco Advertis- 
ing Club has increased employ- 
ment by 30%, and similar efforts 
will be necessary in other western 
naval centers, he said. 


Cites Distribution Job 


Distribution must provide 10,- 
000,000 of the 60,000,000 jobs esti- 
mated as necessary for the national 
economy, Dr. Nathaniel Engle, 
University of Washington, declared 
during a panel discussion of post- 
war production and employment, 
and the challenge they present to 
business and advertising. Unless 
distribution functions effectively, 
he said, the nation’s great manu- 
facturing capacity will bog down. 
Advertising must play an impor- 
tant part by building a sustained 
demand for the goods that can be 
produced. 

The people have plenty of money 
now but will “sit on their savings” 
unless they see new jobs and new 
money to replace those savings, 
Julian Randolph, advertising con- 
ultant and until recently research 
director of the ANPA Bureau 
of Advertising, maintained. He 
pointed particularly to the oppor- 
tunity of using enlarged factory 
facilities and manpower to make 
much needed improvements in 
homes and other buildings. A 
third panel participant, P. J. Ever- 
est, executive secretary of the 
National Association of Transpor- 
tation Advertising, said that man- 
agement, which has turned to 
production and finance for key 
men, must now turn to selling, dis- 
tribution and advertising to help 
build a full peacetime economy 
after the war is won. 

Maurice J. Heaton, vice-presi- 
dent of Williams, Lawrence & 
Cresmer, Los Angeles, and past 
president of the PAA, outlined the 
association’s plan to work with la- 
bor leaders in a mutual program 
for better understanding on the 
part of both labor and advertising 
in attaining full employment in 
the postwar period. He urged the 
local adelubs to work with labor 
groups in their cities to attain the 
same mutual understanding in 
their own communities. 

Harwood Fawcett, Transit Ad- 
vertising Company, San Diego, 
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urged each club to organize to 
meet demands for help in locating 
jobs for returning war veterans. 
Claire Drew Forbes, Rhodes De- 
partment Store, Seattle, chairman 
of the association’s senior advisory 
committee, stressed the fact that 
with many young men and women 
coming back to enter the advertis- 
ing field, clubs should prepare for 
their acceptance either as junior or 
senior members, according to their 
age and experience. 


Storke Is President 


Charles A. Storke, assistant pub- 
lisher, News Press, Santa Barbara, 
was elected president of the PAA, 
succeeding George Weber, partner 
in the Seattle agency of Mac Wilk- 
ins, Cole & Weber. Other new 
officers include: Senior vice-presi- 
dent, Vernon Churchill, assistant 
to the publisher, Oregon Journal, 
Portland; secretary - treasurer, 


| George Moore, Prudential Sav- 
ings & Loan Association, Salt 
Lake City; vice-president-at-large, 
Helen O’Neil, manager, Oakland 
office, Fielder, Sorenson & Davis; 
vice-president District 1, Harvey 
A. Brassard, account executive, 
Syverson-Kelley, Inc., Spokane, 
Wash.; vice-president District 4, 
Wilmot Rogers, advertising mana- 
ger, California Packing Corpora- 
tion, San Francisco; and vice-pres- 
ident District 5, Harwood H. 
Fawcett, Transit Advertising Com- 
pany, San Diego. Charles W. Collier, 
managing director, and Lela Huey, 
executive secretary, were re-ap- 
pointed. 

At a luncheon meeting attended 
jointly by conference delegates and 
members of the newly-organized 
San Jose Advertising Club and 
the San Jose Chamber of Com- 
merce, 83 members of the club 
were admitted to membership in 


the PAA. Maurice J. Hyde, adver- 
ising manager, L. Hart & Son, re- 
tail store, was elected president of 
the San Jose club. 


Harry M. Bitner 
Leaves ‘Sun-Telegraph’ 


Harry M. Bitner has resigned 
as publisher of the Pittsburgh 
Sun-Telegraph to devote more 
time to personal interests, includ- 
ing operations of WFEA, Man- 
chester, N. H., and WFEM, In- 
dianapolis. He will continue in 
an advisory capacity with Hearst 
Newspapers, and as a member of 
the board of The American 
Weekly. 

Edward D. Becker, who has 
been assistant publisher for the 
past year, and previously business 
manager and acting publisher, will 
become publisher of the Sun- 
Telegraph. 
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Florida Agency Moves 
Holder Morrow Collier, Inc., 
Miami, Fla., and Chicago, has 


moved its main office from Miami 
to the Pure Oil building, Chicago. 
The Miami office has been closed 
and a branch office opened at 309 
Stovall Office building, Tampa, 
Fla. Jack Lacey, formerly adver- 
tising manager of Tampa Electric 
Company, is manager of the new 
office and Arnold J. Meyer is art 
director and production manager. 


Warner Promoted 


Rondeau O. Warner, merchant 
sales manager of the Minnesota & 
Ontario Paper Company, Minne- 
apolis, since 1938, has been ap- 
pointed sales manager of the pa- 
per division. Paul Joslin, member 


|of the M & O sales staff, has been 


manager of the Chicago sales of- 
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The test being made helps determine the packaging 
specifications for the life-saving flares carried in high- 
altitude bombers. It is one of hundreds of checks and 
counter-checks made daily in Reynolds Laboratory. 


There are twelve highly specialized departments in 
Reynolds completely equipped, modern packaging lab- 


oratory .. 


. dedicated now to the single aim of developing 


better packaging for shipment of the matériel of war. 


METAL 


Leade the way in Fol 


The needs of war have brought 
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about packaging 


miracles! Undreamed of improvements have been made 
in the rolling, laminating and sealing of foil maverials. 


If you are interested in knowing how these new devel- 
opments can help deliver your products to the public 
in better condition and with greater sales appeal than 


ever before 


Reynolds technicians will be glad to tell you. 


For 25 years the world’s largest producer of foil! 


Address inquiries to Reynolds Metals Co., 


Reynolds 


Metals Building, Richmond 19, Virginia. 


Packaging 


REYNOLDS METALS COMPANY 
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G&D Launches Largest 
Campaign in History 

Grosset & Dundap, Inc. has an- 
nounced the largest campaign in 
the company’s history to run 
throughout the year in newspapers 
and business papers. Copy will 
promote three best sellers which 
the company has taken over from 
the original publishers. 

In the next two months, adver- 
tisements will appear in 72 news- 
papers promoting “Strange Fruit,” 
through Green-Brodie, Inc., New 
York. Copy promoting “Brave 
Men” and “The Robe” will ap- 
pear in 22 newspapers and book 
supplements, through Sussman & 
Sugar, Inc., New York. 


King Leaves Operadio 
Laurence A. King has resigned 
as secretary-treasurer and general 


;sales manager of Operadio Mfg. 
He has 


Company, St. Charles, III. 
not announced his future plans. 
‘Bait Account to E-W 
Paul Bunyan Bait 
'Minneapolis, manufacturer of fish- 
ing tackle, has appointed the 
Minneapolis office of Erwin, Wasey 
| & Co., to direct its account. 


Coblentz to Dorland 


Coblentz Bag Company, New 
York, has appointed Dorland In- 
ternational - Pettingell & Fenton, 
New York, as agency for women’s 
hand bags. 


Heads Electric Sales 


D. C. Mills has been appointed 
sales manager of the electrical 
advertising division, Federal Elec- 
tric Company, Chicago. 


CHURCH PROPERTY 


Published Bi-monthly since 1936 at Milwaukee, Wis. 
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to the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools. and institutional buildings. 
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Advertisers Get Ready 


apartments 


tional plans. 


in the 


Relaxed Restrictions 
to Expand Efforts; 
Few Plans Are Set 


New York, June 12.—Advertisers 
of home building materials and of 
home equipment and appliances 
are planning to make the most of 
the re-birth of their industry. Gov- 
ernment go-ahead on construction 
of 250,000 to 400,000 homes and 
next year 
helping to speed up their promo- 
Advertising of home 
products generally will be greater 
in the latter half of 1945 than in 
the first half of this year or the 


latter half of ’44. 


But the fact that many of these 
|companies are still engaged pri- 
marily in war work, coupled with 
the continuing shortage of man- 
materials—including 


|power and 


“Now telephone F&P for 
the real dope!” 


Sure there’s valuable information in data books! 


use them all the time! 


But for a true picture of any station or market, some- 
thing more is required than mere statistics, Wise time- 
buying is often based on intimate acquaintance with a 
constantly - changing situation where only an expert 
knows whether a certain availability is exactly what an 


advertiser needs. 


Almost anybody in radio from a janitor up will give 


“advice” and “inside 


fer to take theirs from an educated specialist who knows 


the necessity of being always accurate, honest and re- 


liable. And that’s a 
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Main $667 


for New Home Building 


|paper for publications and promo- 
tion literature—generally will re- 
| tard such plans until after V-J 
| Day. 

Bendix Increases Budget 

On the other hand, Walter J. 
Daily, Bendix Home Appliances, 
Inc., South Bend, told ADVERTISING 
AGE that his company’s advertis- 
ing expenditures in the latter half 
of 1945 will be “three times as 
large as in any comparable period.” 
In the first year of full production 
Bendix is planning a ‘$3,000,000 
program,” Mr. Daily said. This 
company is expected to promote 
other home products to supplement 
the Bendix automatic washer, All 
major media, except network radio 
and farm papers, will be sched- 
uled this year. Bendix now has 
77 distributors and two branches 
and 7,800 dealers. 

C. F. Church Mfg. Company, 
Holyoke, Mass., will spend 200% 
more to advertise toilet seats in 
the second half of 1945 than in the 
first half of 1945, reported Dudley 
F. Warth of that company, with 
magazines, business papers and di- 
rect mail scheduled. 


Hotpoint to Expand 


Edison General Electric Appli- 
ance Company, Chicago, will ex- 
pand advertising substantially over 
both early-1945 and late-1941 lev- 
els, with magazines, newspapers, 
farm publications and point of sale 
being used for its complete line of 
|major appliances. This company 
/now has 60 distributors and 6,000 
dealers and has not announced 
plans for further expansion of 
these groups. 

General Electric Company’s lamp 
department, Cleveland, will spend 
10% more in the latter half than 
in the first half of 1945, using busi- 
ness papers, farm _ publications, 
magazines, newspapers, network 
and spot radio and point of sale. 
| Paraffine Companies, Inc., San 


Francisco, is planning enlarged 


Wage 
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|campaigns for residential linole\jm 
|and for commercial and indust) ia] 
| floorings, and will launch a now 
|campaign on residential, farm ¢ nq 
\industrial maintenance of exist ng 
properties. Pabco’s efforts gen. r- 
|ally will be about double those of 
ithe first half of this year. The 
|company has 275 distributors and 
|16,000 dealers now, and plans to 
}add 150 dealers for Pabco water. 
|proof specialties. 


American Radiator Resumes 


Flintkote Company, New York. 
will spend much more than in ‘he 
first half of 1945 but less than in 
ithe latter half of 1941, in business 
papers, farm publications, maga- 
zines and direct mail, for its asbes- 
tos products. 

American Radiator & Standard 
Sanitary Corporation, Pittsburgh, 
which has been relatively quiet 
promotionally for several years, is 
increasing advertising. Old and 
new products will be promoted in 
business papers, farm publications, 
magazines and newspapers. 


Automatic Indefinite 


Automatic Burner Corporation, 
Chicago, probably will expand ad- 
vertising for oil burners, range 
burners and water heaters, but 
plans and themes have not been 
definitely set. This company is ex- 
panding the number of its distribu- 
tors from two to four and the 
number of its dealers from 600 to 
650. Spot radio will be one me- 
dium used. 

Coleman Lamp & Stove Com- 
pany, Wichita, Kan., will have a 
program about as large as in the 
first half of 1945 but twice as large 
as in the latter half of 1941, for oil 
heaters, floor furnaces and oil 
water heaters, in magazines, direct 
mail and farm publications. Cole- 
man has 100 distributors and 20,000 
dealers. 


Radio Makers Expand 


Several makers of radio and 
television sets reported expanded 
advertising schedules this fall, but 
;/none announced the extent. In 
'this group are Admiral Corpora- 
tion, Chicago; Allen B. DuMont 
Laboratories, Inc., New York; Ma- 
jestic Radio & Television Corpo- 
ration and Sonora Radio & Tele- 
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Don’t overlook 
The American Girl... 


she’s tomorrow’s 
American woman! 


Your products... your 
food, your clothes, your 
household appliances .. 
will be bought by today’s 
gitls who are tomorrow's 
women—by today’s 
teen-age leaders learning 
their buying habits from a 
“woman's magazine 


published just for girls ’ 


800,000° readers say —"’Grow along with us!"’...$810 per page...225,000 ABC 
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vison Company, both of Chicago. 
\dmiral is planning to use all 
ajior media except spot radio, and | 
to increase its present dealer list 
bf 8,000 to 10,000 in the next year. 


| 


In addition to business papers, di- | 


rect mail and magazines, already 
sed, Sonora will add newspapers, 
spot radio and point of sale. Ma- 
hestic, already in business papers, 
irect mail, newspapers and point 
yf sale, contemplates the addition 
yf magazines. DuMont will add di- 
rect mail and newspapers to its 
business paper and magazine pro- 
sram for television sets. 


Certain-teed Boost Ads 


Although Certain-teed Products 
Corporation, Chicago, is boosting 
its budget 90% from the first half 
lof 1945, this will still be less than 
the expenditure in the latter half 
of 1941. Millerized roofing and 
shingles and PlastiSized plaster are 
featured in advertising in business 
papers, direct mail, farm publica- 
tions, magazines and point of sale. 

Association of Gas Appliance & 
Equipment Manufacturers, New 
York, this fall will increase its ex- 
penditures 25% from last year, em- 
ploying business papers, direct 

mail and point of sale. 

“While it is true that govern- 
nent restrictions on residence con- 
struction are being rapidly re- 
leased,” said H. H. Simmons, 
manager of advertising and sales 
promotion of Crane Company, 
Chicago, “the necessary lag in get- 
ting building materials into pro- 
duction and—even more important, 
into distribution—means that any 


substantial increase in construc- 
tion for ordinary civilian use 
cannot materialize before next 


year. We have not yet determined 
the exact date of the announce- 
ments of our postwar products. 
When we are ready to announce 
these products, and accept orders 
for them, we will undoubtedly in- 
crease our advertising schedules to 
some extent.” 


Schedules Maintained 


The company’s advertising 
schedules, Mr. Simmons added, 
have not been curtailed during the 
war. “We have carried on our pro- 
grams to consumers, to the trade 
and to various specifying factors 
ta level fully equal to the best 
year in the five preceding the start 
of the wartime restrictions. Copy 
has emphasized planning and prep- 
aration for postwar building. Our 
response has been enormous.” 

United States Plywood Corpora- 
tion does not intend to expand this 
year its campaign in business pa- 
pers, direct mail and magazines. 
Western Pine Association, Port- 
land, Ore., said that it will con- 
tinue on the same basis as before, 
in magazines, direct mail and busi- 
ness papers. 


Heads Perfex Advertising 


K. C. Titus, formerly with Knox 
Reeves Advertising and McCann- 
Erickson, Minneapolis, has joined 
Perfex Company, Shenandoah, Ia., 
maker of household cleaner, as 
advertising manager. 


Sets Fall Campaign 

_Superba Cravats Company, New 
York, will continue to emphasize 
“psychology of color” in a series 
{ fall advertisements to appear in 


national magazines. Geyer, Cor- 
I & Newell, New York, is the| 
ney. 


—, 


-NERAL STORE | 


ince Zeke’s eight boys got 


Wilson Acquires Elliott 


Wilson Brothers, Chicago, man- 
|ufacturer of men’s wear, has ac- 
quired the plant of the Elliott 
| Mfg. Company, Manchester, N. H. 


manufacturer of cotton and wool | 


knitwear. 


Joins Mangan & Eckland 

Norman P. Christiansen, for the 
past 14 years in the industrial de- 
sign department of R. R. Don- 
nelley & Sons Company, has joined 


Gets Printing Award 


Brett Lithographing Company, 


Long Island City, N. Y., 
ceived the government printing | 
office certificate of merit for “ef- 
ficiency and diligence in the per- 
formance of its wartime litho- 
graphing jobs.” 


Burn-Smith Moves 
Burn-Smith Company, radio 

station representative, has moved 

from 551 Fifth Ave. to 19 W. 44th 


has re-|been serving as military adviser 


51 


Appoints Seberhagen 
Golden Brand Food Products 

Company, Philadelphia, manufac- 

turer of Cream Wipt salad dress- 


Patterson Rejoins CofC 
Maj. C. C. Patterson, who has} 


to the regional director of the 
'8th district Office of Civilian De- ing, has appointed Seberhagen, 
fense, has resumed his position /Inc., Philadelphia, to handle its 
as director of the convention and | advertising. 

tourist department of the San An- 
tonio Chamber of Commerce. J 


oins Zimmer-Keller 
- Harry W. Calvert, for the past 
Elgin to Waters 10 years an account executive in 
Elgin Knit Sportswear Company |the Cleveland office of McCann- 
has named Norman D. Waters &/ Erickson, has joined Zimmer-Kel- 


k from the army, he calc’ lates | 
advertise over WFDF Flint.” | 


Mangan & Eckland, industrial de-|St., New York, telephone Murray | Associates, New York, as agency /ler, Inc., Detroit agency, in an 
sign and public relations, Chicago. | Hill 2-3124. for Peggy Parker sweaters. executive capacity. 
* * 
Honig-Cooper Clients 4 
Adrian, Inc., Beverly Hills ‘ 
Aireon Manufacturing Corp. 
@Burbank Division), Burbank 
Altec Lansing Corp., Hollywood 
American Metal Bearing Co., Los Angeles 
Baco Products Company, Los Angeles 
Barr Lumber Company, Santa Ana 
Bimini Income Properties, Los Angeles 
Black Manufacturing Co., Seattle 
Bobrick Manufacturing Corp., Los Angeles 
Brown & Haley, Tacoma 
California Redwood Association, 
San Francisco 
Canadian Pacific Railway, Pacific Coast 
Centennial Flouring Mills Co., Seattle 
Chiksan Tool Company, Brea 
Church Grape Juice Company, Kennewick 
Clayton Manufacturing Co. (Valve Div.), 
Alhambra 
Clorox Chemical Co., Oakland 
Crescent Manufacturing Company, Seattle 
Duart Manufacturing Co., Ltd., 
San Francisco 
; . , Dutch Boy Paints (Western States), 
From 1915 to 1929 the name Honig-Cooper __ in their field. Our success reflects their Sen Beanainns 
stood for an organization that set anew pace _ success. Our growth far exceeds the expan- The Fluor Corporation, Ltd., Los Angeles 
in sales thinking and advertising showman- __ sion of total advertising volume as measured D. Ghirardelli Company, San Francisco 
ship. It became, in time, the largest inde- _ by Printers’ Ink records. Today, in volume Hemphill & McKillop, Seattle 
pendent advertising agency in the West. of business, in number of accounts and per- Dr. Hiss Shoes, Los Angeles 
Since 1929 this same organization has func- sonnel, we stand at the highest point in Holsum Bread, San Francisco 
tioned as Erwin, Wasey & Company of the our company’s history. Interstate Aircraft and Engineering Corp., 
Pacific Coast— following an alliance with the Honig-Cooper Company thus offers Pacific El Segundo | 
Eastern company of the same name. Coast advertisers a Western-National agency spisihaey " ng ogdpaghebadeese 
3 eee Lennan Lights, Inc., Los Angeles 
On July 1st the old and respected name _ with facilities comparable to that of any na- nile Salt he, Sect Veunshane 
of Honig-Cooper returns to advertising. _ tional advertising agency, plus on-the-ground Si a Ge des ak 
: : ‘ ; g Gasoline UCorp., Ltd., 
It is a change in name only. There is no counsel of able, seasoned principals. These Los Angeles 
change in ownership; no change in policy or —_ include: In San Francisco—S. R. Hutton, Hotel Mark Hopkins, San Francisco 
personnel, no change in service—here in president; H. E. Krieger, secretary-trea- Pacific Amerioen Fisheries, Bellingham 
the West or in the East. surer; Louis Honig and Heber Smith, vice Pioneer Sand & Gravel Co., Seattle 
For three decades it has been our privilege _ presidents; Fred Glauser, art director. In Planters Pestate cad Peannt OF 
to help many advertisers on the PacificCoast Los Angeles —H. A. Stebbins, vice president. (Western States), San Francisco 
to achieve regional and national leadership —_In Seattle—Warren E. Kraft, vice president. Polar Frosted Foods, Seattle 
Refrigeration Engineering, Inc., 
Los Angeles 
San Francisco Milk Industry, San Francisco 
e,;,e 
HONIG-COOPER COMPANY. “%& WH, 
; F : Santa Fe Cigars, Los Angeles 
Formerly ERWIN, WASEY & COMPANY OF THE PACIFIC COAST Hay 4 , 
Schalk Chemical Company, Los Angeles 
Seattle Gas Company, Seattle 
Shipman Surgical Company, Seattle 
Strykers Soap, San Francisco 
SAN FRANCISCO - LOS ANGELES + SEATTLE - NEW YORK « CHICAGO saceaaliadlle Citta Miia het Raiden 
Treesweet Products Co., Santa Ana 
Tea Garden Products Co., San Francisco 
United Motor Courts, Inc., Houston 
Warman Steel Casting Co., Vernon 
Washington Mutual Savings Bank, Seattle 
Wine Growers Guild, Lodi 
Yami Yogurt Products, Inc., Beverly Hills 
* * 
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Farm Magazines 
Gain 5.1% in Ad 
Volume for June 


Chicago, June 13.—Advertising 
volume in June issues of farm 
magazines totaled 248,995 lines, up 
5.1% over similar publications of 
a year ago, according to an ADVER- 


| READERSHIP 


All articies in Agricultural Leaders’ Digest 
ere contributed and signed by men and 
women leaders in Agriculture and Home 
Economics. Thru such exchange of experi- 
ences these field leaders can better serve 
and advise 60,000,000 farm people on 
newest methods and equipment for improve- 
ment of farms and farm homes. To sell your 
products to farm people it's more economical 
to first sell the farm leaders on the advan- 
tages of your product. 


AGRICULTURAL 
LEADERS’ DIGEST 


139 N. Clark St., Chicago 2 


|TIstING AGE tabulation. June, 1944, 
| volume amounted to 236,816 lines. | 

June issues of monthly farm) 
papers carried 231,208 lines of ad- 
vertising, 5.9% more than the 
|218,377-line total for June, 1944. 
|May issues in this classification 
were 18.1% ahead, with 25,058 
lines compared with 21,213 last 
year. 

Semi-monthly farm publications 
ran 540,627 lines of advertising in 
May issues, up 11.3% over the 
485,808 lines of a year ago. Bi- 
weeklies, with 85,654 lines com- 
pared with 73,548 lines in May, 
1944, were up 16.5%. 

May weeklies marked up a 
16.1% advance in ad volume, with 
61,768 lines as against 53,201 lines 
last year. May dailies met the 
only reverse in total volume, with 
207,587 lines, as against 243,850 
lines in 1944, for a 14.9% loss. 

Canadian farm _ publications 
showed a 17% gain, with a total 
of 465,850 lines compared with 
398,255 lines for 1944. 


WDZ Moves Offices 


WDZ _ Broadcasting Company, 
Tuscola, Ill., has moved into new 
quarters in the McNeil building. 


a aE 


Meet WHB’s 


Paul Todd — 


of the “Radio Todds”. . . our Transmitter Supervisor 


The serious-looking, square-jawed 
slide-rule manipulator in our photo 
with the “Swing Girl” is Paul Todd, 
W HB's Transmitter Supervisor, who 
has been a esdnahaniial tadie opera- 
tor since 1929 and a WHB engineer 
since January, 1930. Like his brother 
Jack Todd (formerly WHB Program 
Director, now manager of KANS, 
Wichita), Paul comes from Shenan- 
doah, lowa .... worked during his 
school years at KMA and KFNF... 
and, later, at WMT in Waterloo. 


In 15 years at WHB, Paul has ex- 
hibited unflagging interest in the 
technical perfection of programs 
which make this station unique. 
He's done his bit toward the war 
effort, too, as president of a company 
manufacturing quartz crystals for 
the U. S. Army Signal Corps. 


Ask him today about the current 
shows on WHB which intrigue him 


most, and he'll tell you about 
these three: 

“SONG and DANCE PARADE”—with RUSH 
HUGHES. A ful! hour of popular recordings, 
broadcast Mondays through Saturdays at 2 
p.m.—with popular Rush Hughes of KWK 
as Master of Ceremonies. This program has 
a 4.7 Hooperating in the October-February 
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Commercial Commer via} 
Display Disp! 
Excluding Excluding 
Poultry, Poult 
Livestock Livest 
—— Total Advertising and Classified — Total Advertising —— and Clas 
sin: -p—AtGhia—s 1955 F066 pat Si, 1048 1945 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
FARM MAGAZINES Indiana Farmer's 
Guide. waa 28.0 21,921 28.0 21,893 15,405 1 - 
. ’ ~ 79 ef ee9 » ¢ , Kansas Farmer 26.4 20,030 27.4 20,790 17,508 17. s64 

é > ¢ “re 2 26 4 82.2 21,889 24,935 2 § “ : aaa ane “gett ee : 
Country Gentleman. 52.7. 37,873 52.7 9/816 36,706 34.752 | Michigan Farmer.. 28.4 21,776 24.3 18,647 18,559 15 57 
Farm Journal eo so Fa i" mnie aid tale Missouri Farmer 5.7 4,462 3.6 2,788 3,958 tha 

Warmas’e “Wife 62.7 26.891 52.2 “22.398 26.063 21.555 Missouri Ruralist. 24.1 18,347 23.7 18,037 16,423 15,29 
Progressive ie reise « er ee: ae eee ee ee eee Montana Farmer 45.0 34,020 38.0 28,664 27,043 22 445 

bon gen parts aly ‘ Nebraska Farmer... 51.0 38,984 44.0 83,852 34,453 { 

B aleie +2 92 rer Te. 99 New England 

ona ie sese 32.3 23,587 32.4 23,575 22,048 22,160 Homestead 37.5 22,041 31.2 21,843 15,080 15,47 

gia 31.7 28,046 31.0 22.568 21.884 21.376 | Ohio Farmer 33.2 25,460 27.1 20,848 22,671 18.067 

Se tenn Ww. Va hits — . eee, eee ener Oregon Farmer 35.5 26,805 22.8 17,215 24,618 15,29 

, : ee ° eae sacane we oo Oregon Grange 
eee eae PE “TRESS OP AESOP EEA Bulletin 14.6 15,778 19.1 20,790 15,778 20,749 
pg Te aceall ; = P ” Pennsylvania 

Edition ....... 30.4 22,121 27.9 20,371 20,965 19,311 n ‘ ; ‘a ‘ 

Texas Edition... 32.2 23,482 31.8 23,206 221077 21,992 Farmer 2.0 S800) 26.5 S80rs faeces 18,871 
*In all 5 Editions.. 28.1 20,435 26.7 19,466 19,658 18,800 ag ty 4 26.5 20,067 20.5 15,532 19,055 11,58 

2 ct . . 9 oo fr 1 9 9 9 °° allaces é 4 
Pent Sed yoo FES SECs ORS SOS ESET SSe0 Iowa Homestead. 49.5 38,840 49.2 38,562 33,615 33,32 
‘ turist 28.0 19.605 7.8 19.441 18,822 18,638 Washington Farmer 36.5 27,565 23.3 17,618 25,378 15,792 
; age ee el a "447 «5 47 949 oT *Western Dairy 

[eae or » £9 9 9 99 9259 3 
Successful Farming. 52.0 3,447 $6.0 34,789 23,849 88,697 y Secon eae 47.9 20,146 

r . ‘ P ” 9228 9 Western Livestock 

Total Group ..... 394.7 248,995 374.3 236,816 288,000 226,164 ph a lem 98.2 30,968 26.9 36.088 12,88¢ 11.207 
FARM PAPERS Wisconsin Agricul- 

CUMEE cv cease 39.4 30,867 37.8 29,645 27,244 26,554 
aye Total Group ..... 742.1 540,627 667.0 485,808 456,847 

Grower ......... 12.0 Bee 12:8 Sess 5.007 Sue | , 
oe Powtry OS ae tee BEER 26.2 19,091 24.3 17,716 16,335 

entudin. Edition 24.7 10,586 25.9 11,098 7,379 8.393 California Cultivator 38.3 28,938 31.8 24,069 26,842 

Central Edition .. 18.9 8,103 19.8 8,507 6,326 6,928 — s League 79 6.726 8.7 6.837 4.821 

2 : rebut . ee sf ,72 5 32 ,52 
sae Pesaee* 16.8 (7,207 19.2 8,267 5,737 6,947 | prairie Farmer 43.8 31,899 35.0 26,436 26,119 
ee Seer 24.2 5,093 11.0 2,310 5,093 2,310 . “ tees One at 
*In all 3 Editions.. 15.8 6,772 18.4 7,899 5,512 6,673 Sees: aoe ROS ee ee 
Better Fruit ...... 15.4 6,484 12.2 5,120 6,484 5,120 a vd 8.7 19.554 6.7 15,083 13,282 9.983 
Breeder's Gazette.. 18.0 8,095 18.4 8,286 6,675 6,806 | C2PPer's Weekly Se atts ’ , aon mee 
California Citro- Wotan e171 42,214 16.5 38,218 31,426 27,648 
RA re 20.0 13,538 18.0 11,578 13,538 11,578 a aati MR ee ; , sca tlie 
Py . 9 
iene tee 63:6 22'099 84:4 22'883 12,908 12'544 pa Baa +4 26.8 61,768 22.2 63,201 44,706 37,831 
Cooperative Digest. 27.8 4,627 15.8 3,307 4,627 3,307 cuiaaae Bale 
— on the ae - Cene t60 aeex- 4aes acne Drovers Journal.. 26.5 56,495 30.7 65,741 31,019 40,54 
ode web aes : 5; 2. , ,02 : enahe Cite Bally 
Farmer 'Stockunan 220 16778 20.0 15:209 16143 14641 | Drovers Telegram. 28.4 60,580 29.0 61,879 38,407 38,820 
: +3 ¥ . _* : , . Omahka Daily Jour- 
Kentucky Farmers’ nal-Stockman ... 25.3 53,960 32.4 69,001 39,353 50,905 

Home Journal 10.2 7,958 10.8 8,446 6,543 7,185 | gt Pouis Daily Live 
—— Farm rae at ae ae ee Stock Reporter... 17.1 36,552 22.0 47,229 25,441 30,70 

PION .i ct ansssvs . ° ° ’ *, ® ee of © Bie aliaes «ng A bl 
ae ge = tec eee ine8d 80.6 1h800 14.880 40.808 Total Group 97.3 207,587 114.1 243,850 134,220 160,969 
ae Le ak te a *Not included in totals. 

Poultry Tribune: 

Eastern Edition.. 32.9 14,149 32.2 13,850 10,001 10,691 | CANADIAN 

Central Edition.. 26.7 11,459 26.9 11,582 8,547 9,340 

Western Edition.. 23.5 10,083 26.0 11,180 7,656 9,331 Canadian Country- 

Pacific Edition... 24.4 10,496 28.1 12,095 7,617 9,655 SE Se SS 44.6 31,207 37.0 25,915 24,323 20,813 
*In all 4 Editions.. 21.8 9,376 24.1 10,356 7,351 8,779 | Country Guide, The. 33.7 24,237 32.0 23,025 24,237 22.373 
Southern Farmer 4.5 3,617 3.9 3,108 3,617 3,108 Family Herald & 

Southern Planter 20.4 14,274 16.5 11,551 13,312 10,768 Weekly Star: 
a patie Eastern Edition.. 95.0 94,927 80.5 80,488 70,530 58,247 

Total Group .....517.5 231,208 475.2 218,377 195,494 185,702 Western Edition.. 78.8 78,774 69.5 69,523 62,172 55,121 

Monthlies—May . Farmer’s Advocate 
Arkansts Farmer... 12.7 9,531 12.6 9,488 9,531 9/488 & Home Magazine 49.3 34,464 39.0 27,345 27,396 21,77 
Idaho Granger .... 9.9 10,748 7.1 7,650 10,748 7,650 Farmer’s Magazine 45.@ 31,644 36.0 25,434 28,229 22.54 
Nation’s Agriculture. 10.6 4,779 9.1 4,075 4,779 4,075 Free Press Prairie 

— _ Farmer ---+- 99.6 109,562 93.2 102,482 61,677 62,51 

Total Group ..... 33.2 25,058 28.8 21,213 25,058 21,213 *Western Producer 57.6 61,035 41.2 44,043 38,960 29,3¢ 

Semi-Monthly—May i sett pat ow 
Dakota Farmer . 35.5 27,402 28.7 22,233 25,450 19,659 Total Group 504.0 465,850 428.4 398,255 337,524 293,1 
Farmer, The ...... 47.2 37,038 46.4 36,348 30,855 29,519 
Hoard’s Dairyman.. 36.9 26,877 34.8 25,367 24,039 22,308 *May linage. 

Idaho Farmer ..... 36.5 27,578 24.4 18,447 25,391 16,625 aFive issues 1945: four issues 1944 


Glemby to Peck 


Harry Glemby, Inc., New York, 
maker of Lorraine hair aids, has 
appointed Peck Advertising 
Agency, New York, to handle ad- 
vertising. National magazines are 
scheduled. 


Riley Named Ad Manager 


Harold T. Riley, advertising 
salesman with Springfield, Mass., 
newspapers for the past 25 years, 
has joined Country Club Soda 
Company, Springfield, as advertis- 
ing manager. 


Starts New Orleans Guide 

Margaret Hamlin, formerly with 
the New Orleans Item, has started 
publication of “This Week in New 
Orleans,” a 28-page, pocket-size, 
tourists’ weekly information bul- 


Temple building. 


Aldridge Manages KFRU 


survey ...and is on its way up. 


“THE FIRST FIVE” — with RUSH HUGHES. 
Kansas City’s “best seller’’ records, as re- 
ported daily by leading retailers—together 
with their ‘‘platter mates”, some fascinating 
and rhythmic ‘‘extras”’ and the voice of 
Rush Hughes! Forty-five minutes nightly. 
Mondays through Saturdays at 6:15 p.m. Ask 
Don Davis for participation availabilities. 
“MARY JANE ON PETTICOAT LANE”. 
Daily half-hour shopping program, with style 
news and music, featuring merchandise of- 
fered by stores and shopson Kansas City’s 
famous “Petticoat Lane’’. Spots available 
for minute transcriptions about products 
used by women, Mondays through Fridays, 
11:30 a. m. to 12:00 noon 

If you want to sell the Kansas 
City market, WHB is your sappy 


medium. 


For WHB Availabilities, ‘Phone DON DAVIS 
at any of these “SPOT SALES” offices: 


KANSAS CITY .. 
NEW YORK CITY . 


Scarritt Building 
. « 400 Madison Avenue .. 


HArrison 1181 
. Eldorado 5-5043 


CHICAGO . 2.12. 360 North Michigcn ...... FRAnklin 8520 
HOLLYWOOD Hollywood Blvd. at Cosmo . . HC!llywood 8318 
SAN FRANCISCO ..... 5 Third Street ..... EXbrook 3558 
KEY STATION for the KANSAS STATE NETWORK 
Kansas City + Wichita + Salina ¢« Great Bend «+ Emporic 

Missouri Kansas Kansas Kansas Kans -5 


Mahlon R. Aldridge Jr., radio 
news editor of KXOK, St. Louis, 
| has been appointed acting station 


letin, with offices at 513 Masonic | 


|manager of KFRU, Columbia, Mo., | 


succeeding Foster Brown Jr., who 
|has joined the armed forces. 
lae continue with KXOK. 


° 

N. Y. Dotted Line Elects 
| Chet Ober, Iron Age, 
vice-president of the New York 
| Dotted Line Club, has been elected 
president. Succeeding Mr. Ober 
is Don Nichols, Ahrens Publishing 
Company, who was_ previously 
program chairman. William Copp, 
Manufacturing Confectioner, be- 
comes program chairman. 


Joins Hotel New Yorker 
D. W. Carlton, recently in mili- 


|tary service, and formerly with 
\the Hotel Adolphus, Dallas, has 
been appointed director of sales 


and advertising of the Hotel New 
Yorker, New York, replacing Royal 
W. Ryan, who has been named 
executive director of 
‘York City convention bureau. 


He | 


former | 


the New 


Liquor Co. to Hamburger 


General Liquor Company, 
wholesale wine and liquor dis- 
tributor, has appointed Edward 
Hamburger Advertising Company, 
New York, to handle its account. 


Rejoins Buchanan 


W. D. Christman, with the Office 
of Strategic Services, London, for 


tne past year, during a leave of 
absence from Buchanan & Co, 
New York, has returned to the 
agency in his former position of 
copy and contact work. 


Livestock Paper Moves 


Offices of Texas Livestock Jour- 
nal have been moved from Austin 
to San Antonio, with new quar- 
ters in the Bedell building. 


Kodachrome formerly presented 
transparency would reproduce, so 


for okays. It couldn’t be altered 
brushing, nor could it be readily 


platemaker as artcopy instead of 


qualities fine artcopy must have. 
to $100. Write! 


Special Color Print 
Revolutionizes 


culties: -—It was well-nigh impossible to visualize just how a 


Now, these problems are completely overcome by our Chromart 
Print . .. made from your Kodachrome . . . which you give your 


This superb color print is made by our special process that retains 
virtually the entire tonal range of Kodachrome Film! And 7 years 
experience in catering to platemakers has taught us exactly what 


PHOTOCHROME 


837 North Fairfax Avenue 


Platemaking 


a number of production diffi- 


it was difficult to sell, to display 
for last-minute changes by air- 
fitted into complicated artwork. 


the Kodachrome. 


Chromarts are priced from $44 


Hollywood 46, Cal. 
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Fits Distribution Setup 
tc Population Shifts 


Convinced that the South and 
the country west of the Mississippi 
are attractive postwar sales mar- 
kets, the Conlon Corporation, Chi- 
cago, has perfected its distribution 
setup in these areas, I. N. Merritt, 
vice-president and general man- 
ager, recently announced. 

“Population shifts, tied up with 
decentralization of industry, have 
upset the entire old concept of 
sales quotas, and this is nowhere 
so outstanding as west of the Mis- 
sissippi,’” he said. ‘Population 
there has increased 17.8% in four 
years.” 

: * * * 
To learn what independent groc- 
ery store men will do after the 
war, Progressive Grocer asked 
2.754 merchants to list their gen- 
eral postwar plans. The result: 
9.0% will build a completely 
new store. 

will make extensive im- 
provements. 

will make minor changes. 


31.5% 
40.2% 


11.0% are undecided. 
5.5% will make no changes. 
2.8% will sell out or close out. 


cg * * 


An appliance dealer can depend 
upon a family’s spending more 
than $2,500 in his shop in 10 years, 
V. E. Vining, merchandising con- 
sultant for Proctor & Schwartz, 
Inc., told a retailing clinic recently. 
In that period, he asserted, the 
family would buy about $700 in 
major appliances, $303 in traffic 
appliances and $1,690 in miscel- 
laneous items, such as dish wash- 
ers, water heaters, electric blank- 
ets, television sets and_ record 
players. 

* 1” * 

A survey among 164 National 
Industrial Conference Board mem- 
bers on expectations for peacetime 
selling reveals that a highly com- 
petitive system is foreseen. Of the 
respondents, 40% believe that 
postwar sales costs will be higher 
in percentage or per unit than pre- 
war. They believe that salesmen’s 
salaries and expenses will be 
higher. Many companies are ex- 
pected to market new products 
during the promotional stages, and 
the cost of selling and advertising 
these items will be relatively high. 

* * x 


In a poll recently made by the 
National Frozen Food Locker As- 
sociation of the membership that 
ope rates 2,000,000 lockers serving 

25% of America’s farm families, 
more than 80% of the operators 
indicated their interest in acting 
as distributors for the home units 
after the war. 

The operators advocated home 
freezer units of from five to 12 
cubic feet capacity, designed pri- 
marily for storage of foods already 
frozen. 

* * * 

Declaring that a national air- 
port program is necessary to stim- 
ulate postwar private flying, C. B. 
Monro, president of Pennsylvania- 
Central Airlines, deplored as “an 
act of sabotage to the future of 
our entire national defense and a 
reprehensible blow at postwar em- 
Ployment” recent testimony by 
ra'lroad interests opposed to the 
Plan. 

fle said that even if airlines 
have 1,000 planes in 1948 only 
about 100,000 men will be em- 
p yed in the entire field of com- 
mreial aviation, but added, 


R POSTWAR PLANNING 


can clip all, or typical, speci- 
of advertisements and editorial 

on postwar themes. Many 
izations are.building postwar 
ice files NOW. We have back 
: files of most business papers. 
W te for Booklet No. 20, “How Busi- 
Ps Uses Clippings” that shows how 
acturers and their advertising 
les use this service. 


DN’S CLIPPING BUREAU 
ESS or (FARM. ye GENERAL 


a 


+o 


- LASALLE ST., CHICAGO 1, ILL. 


“Countless 
are offered in private flying, and 
the development of airports will 
provide jobs for thousands of air- 
trained boys now in service.” 

* * * 


career opportunities 


One of the major obstacles to 
a greatly expanded public inter- 
est in flying after the war, ac- 
cording to aviators in the present 
war, is that good instruments (and 
they believe the best alone are 
sufficient) will cost more than the 
planes themselves. 

Now Bendix Aviation Corpora- 
tion is moving to avert this ob- 
stacle. It recently announced the 
establishment of a separate engi- 


neering and sales organization to 
coordinate development, manufac- 
ture and marketing of a complete 
line of efficient, low-cost radio 
communications and navigation 
equipment for personal airplanes. 


Berner Appointed V. P. 


Frederic G. Berner, formerly 
chief administrative assistant to 
Clarence Mark, president of G. 
Washington Coffee Refining Com- 
pany, American Home Foods affil- 
iate, has been promoted to vice- 
president and general manager. 
His headquarters will be at Morris 
Plains, N. J. 


Heads Des Moines Club 


Leo Cobbs, of Cobbs Mfg. Com- 
pany, has been elected president 
of the Des Moines Advertising 
Club. 


FOR GOOD DELIVERY 


RBICANY BLAIR MAN OR US / 
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“What do you need most? What will 
you buy first when victory is won?” 


HE PROGRESSIVE FARMER asked a 
a cauuenne cross-section of its sub- 
scribers these questions in its ‘Intentions 
to Buy”’ survey. 


The results of this survey indicate that, 
when peace comes, 567,215 Progressive 
Farmer subscribers plan some type of 
home construction—either new buildings 
or additions to old buildings; 280,684 will 
paint their buildings; 242,675 plan new 
bath rooms; and 194,919 will purchase 
new floor coverings. 


Progressive Farmer subscribers intend 
to buy 387,890 refrigerators, 367,423 
washing machines, 195,894 water systems, 
and 138,393 sewing machines. 


The tremendous pent-up purchasing 
power of Progressive Farmer subscribers 
is waiting to buy these and many other 
products, after the war. Is your praduct a 
planned post-war purchase of thousands 
of prosperous Progressive Farmer sub- 
scribers? 


(i 


The South, uth Subscribes to 


—— 


a 


The Prog shsbileel-Rirmer 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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OPA Wins Support. 
of Retail Groups, 
Commerce Chamber 


Washington, June 13.—As the 
price control battle centered in the 
House this week, OPA received 
unexpectedly strong support from 
the U. S. Chamber of Commerce 
and the retail trades. 

While both groups had changes 
to suggest in OPA pricing methods, | 
the Chamber steered clear of any | 
proposals to change the act, sug- 
gesting that it be extended for 
“one year or six months after vic- 


tory over Japan.” 


the House banking and currency! principle should be extended to! principle would become oppressive 
committee that amendments will| other industries. 'on retailers when the business 
not correct the inequalities, dis- oh | volume declines. They also argued 
courtesies and inept handling Right Profit Margin Needed | that figures used by OPA had little 
which are the cause of much of| “There is a line between what|Mmeaning “because average per- 
the complaint against OPA. ‘margin of profit will discourage | centage figures used to show large 
; 4 production, and what margin of| Percentage increases in profits 
A Thankless Job profit will encourage production|cannot reflect anything but per- 

Asserting that Price Admin-|to counteract inflation and give | centages. ; F 
istrator Chester Bowles “has a|maximum employment. For instance, it was said, an in- 
thankless job and has done ex-| “It should be the continued pur-| crease in profit from one tenth of 
ceptionally well considering the| pose of our general policy to hold|1% to three tenths of 1% is 
severe handicaps,” Mr. Johnston|the line of wartime prices and at| 233.3%. = 
suggested that the most significant | the same time to flex them. upward| The majority of retailers have 
move to improve OPA would be|in those places where it is essen-|not enjoyed anything like the 
“a vigorous and immediate search| tial to give encouragement to the| Profits the ‘administrator talks 
for a large number of competent|maximum production needed for| about, a spokesman said. “It is 
executives to assist those now ad-|reconversion. These results can | irrational and incorrect to assume 
ministering® the act.” /be secured under the present act.”|that an industrywide margin is 

Mr. Johnston said price fixing! The retail trades, including 22|either a correct standard or a 
must be flexible enough to encour-| national retail trade associations,| Measure of the ability of a single 
age production, because production | asked renewal of OPA for a year,| Store to take the squeeze,” it was 
is the only real cure for inflation. | with amendments to provide more argued. 

“Mr. Bowles is recorded at| judicial relief from OPA orders, 
Senate hearings as recognizing the | and protection against the “squeeze 


Forms Drug Agency 


President Eric A. Johnston,/|need for profits in the meat in-| policy.” J hW.B f ill 
speaking for the Chamber, told| dustry,” Mr. Johnston said. “This| Witnesses said the “squeeze”| “%0S€PH W. brown, formerly ad~ 
vertising manager of Sun Ray 
Drug Company, has been appointed 

$< 


1t's 4 Lloug Way 


from 


BRASS RADIATORS 


The old open top is gone, too, along with 


high pressure tires, two wheel brakes and 


date automotive features. They were the 


day, but innumerable improvements resulting from mass pro- 


duction techniques have replaced them. 


In manufacturing processes, we have learned, one thing at a 


time, how to build better cars more efficiently and at a lower 


cost. 


was only one of the major developments in automotive manu- 


facturing methods. 


American production engineers is told in the thousands of day 
to day individual improvements in manufacturing processes 


made in hundreds of plants, large and small, throughout the 


country. 


’ * 


bets 


The introduction of the moving assembly line by Ford 


An even greater story of the ingenuity of 


It is out of these gradual changes that the tre- 


eri JUU EI 


C Managemen 


head of a new agency, to be known 
as J. W. Brown & Associates, with 
offices at 1420 Chestnut St., Phila- 
delphia. The agency will special- 


[ os ize in retail drug chain adver- 
{ tising with mewspapers as the 
principal medium. Present ac- 


counts include Central Drug Com- 
pany and Rea & Derick, Inc., both 
Pennsylvania drug chains. 


x Winston Joins Gardner 
= Lt. Leonard F. Winston, who 
= => | has served as acting chief, orien- 
_—__—— — |tation branch, South Pacific base 
—_ |_| command, has joined Alvin Gard- 
= en —— ner Company, New York, as ac- 
, —_—— — count executive in charge of radio. 
a —=== —— Lt. Winston formerly operated his 


own agency specializing in radio 
continuity and program produc- 


tion. 
x; elles 
le ‘ lo Gorham Promoted 
SEALED BEAM  oiiicer ot Biectrivity on the 


Farm, New York, Case-Shepperd- 
Mann publication, has been ap- 
pointed business manager. 


HEADLIGHTS 


es 


Advertising Age, June 18, 1545 


Schechter to MBS 
as Special Events 
and News Chief 


rector of news and special events 
ifor Mutual Broadcasting System on 
| June 18, and will specialize in }\\y-. 
‘'tual’s Pacific war coverage. 

| Recently returned from the ?a- 
|cific, where he was in chargé 
|press transmission and broadc:st- 
|ing at General MacArthur’s head- 
|quarters, Col. Schechter received 
ithe Legion of Merit for organizing 
ithe present system of radio coy- 
erage from that theater. 

With NBC from 1932 to 1942, as 
director of news and _= special 
events, he was previously in news- 
| paper work, as well as with United 
|Press and International News 
Service. Author of “I Live on 
Air,” he is noted for his pioneer 
work in developing transoceanic 
pickups and news broadcasts for 
commercial presentation. 

In his new position, Col. Schech- 
ter will work with Philips Carlin, 
MBS vice-president in charge of 
programs, and will supervise the 
work of Tom Slater, manager of 
sports and special events, and John 
Whitmore, news chief. 


Two Join F&S&R 


Bingham K. Mattox, formerly 
executive assistant and confiden- 
tial secretary to the governor of 
the Virgin Islands, has joined the 
administrative staff of Fuller & 
Smith & Ross, New York. Adeline 
Ebling, previously director of pub- 
licity for the civic concert service 
of NBC, New York, has joined 
the agency’s creative staff. 


Joins Electro-Motive 


N. C. Dezendorf, director of the 
distribution staff of General Mo- 
tors Corporation, has been ap- 
pointed director of sales of the 
corporation’s Electro-Motive divi- 


sion at La Grange, III. 


DIR 


| News — traveling at 


Photographs Courtesy 
of Ford Motor Company 


mendous mass production industries of modern America have 


a hundred out-of- been built. Washington Bureau. 
last word in their 
PRODUCTION Engineering & Management was the first and is 


still THE magazine devoted to giving mass production execu- 


tives complete, accurate, authentic information on these new 
developments in techniques and methods. For this purpose 


PRODUCTION Engineering & Management editors travel hun- 


dreds of thousands of miles each year, gathering information 
first hand and transmitting it to their readers in a manner 
PRODUCTION 


Engineering & Management's up-to-the-minute editorial content 


half-million market. 


that makes it useful as well as interesting. 


generates high interest among influential executives in Ameri- | 


ca’s biggest spending industries. 
4 § “en 
2842 W. GRAND BLVD. 
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ECT 


from our own 


WASHINGTON BUREAU 


the speed of the tele- 


type — now reaches our City Editors direct 
from the San Diego Union and Tribune-Sun’s 


It’s another progressive step to further build 
and hold the kind of alert readership which 
makes good advertising profitable ... another 


reason why YOUR schedule should cover this 
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Bite) YORK + CHICAGO + DENVER + SEATTLE 
PORTLAND + SAN FRANCISCO + LOS ANGELES 


New York, June 14.—Lt. Col. 
A. A. Schechter will become jj- 
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Cc loan he had made to Elliott Roose- St. Louis Adwomen 27 Vermont Towns lished an 80-page booklet on self- 
Ww ‘3a e {’ al e velt. ‘> P . B Outd Post service merchandising of perish- 
| Mr. Ewing’s statement included Elect Norrie Passino an utdoor Posters able foods including information 
nts ‘the assertions that the loan had Mrs. Norri Passino, art director| Voters in 27 towns in southern|On pre-packaging procedure for 
/been made after the President’s|o¢ Famous-Barr Company, St.|Vermont recently voted to pro-|the merchant. The booklet, en- 
sf Ca § ooseve f son said he needed $200,000 to re-|Touis, has been elected president | hibit all outdoor advertising signs |titled “Self Service, The Sure Road 
/new an option on a Texas station; | of the Women’s Advertising Club | more than 40 square feet in area,|to Greater Profits,” is available at 
at. Col, | that with the station he would | of St. Louis, succeeding Helen K./according to the National Road-|$1 from Hussman, 2401 N. Lef- 
me di- ( R di p k | control enough Texas stations to|\artin. Helen Seevers was elected |side Council. Restriction does not |fingwell Ave., St. Louis. 
Events Son 5 a 10 Cd ‘operate a profitable network, and) vice-president, May Kohler, sec-|apply to signs pertaining exclus- 
stem on | that later it turned out the stations retary, and Ruth Thompson, treas-|ively to property on which they 
in Mu Chi om : were in an unhealthy fina urer. stand or to the business conducted | [ - @| 
h e ine ‘Won “perme Th condition. | . —_— thereon. Rae 43 biomes ada SIGHS OF LONG ov 
€ Pa-Bnere the A&P anti-trust suit is See ee: . now prohibiting boards is 29. FOR QUANTITY BUYER 
arge of ff... trial, that Elliott Roosevelt paid) Drops Belting Account Moffatt Joins Fawcett | siconasieied one anedansy* sien ¢6 
adcist- By ck only $4,000 on a $200,000 McLain Organization, Philadel- James H. Moffatt, formerly with Self Service Helps . ‘ , 
) he id- debt to John Hartford, A&P’s eld- phia agency, has resigned the ac- Chrysler Corporation, has been ; </f Lima, Ohio, U.S. A. 
ecelved Borly president, recalls the time|count of the American Leather | appointed Michigan state repre- | Hussman Refrigeration, Inc., St. The World's Lorgest Manufacturers of 
anizing Hapout six years ago when this| Belting Association, New York, ef-|sentative of Fawcett Publications Louis, maker of self-service re- | ee ee 
10 Cov- Bson of the late President had con-|fective July 1. |in Detroit. frigerator equipment, has _ pub- | 
siderable ambitions in the broad- 
1942. as casting field. 
special It was early in 1939, according 
1 nN€ws- Hto the statement Tuesday by C. C. 
United Bgwing, an A&P attorney, when 
' News § Elliott Roosevelt borrowed $200,- 
Ave onf#000 from Mr. Hartford—only $4,-| 
pioneer #000 of which Mr. Hartford ever | 
oceanic MH got back. At that time, or shortly | 
ists for thereafter, Mr. Roosevelt was 
- president of the Texas State Net- 
Schech- M work and the Transcontinental 
Carlin, @ Broadcasting Company. 
arge of Transcontinental, when it an- 
ise the MH nounced its formation in the fall of 
ager of #1939, stated its main intention to 
id John be the supplying of 20 hours or 
more of programs weekly to radio 
stations throughout the nation 
with which it had contracted. The 
specific stations were not identi- 
ormerly @ fed, but from time to time their 
nfiden- MH number varied around the 100), 
rnor Ol @ mark. Transcontinental, appar- 
ned the # ently, was out to compete with the 
uller & @ national networks. 
Adeline 
of pub- B-S-H In, Then Out | 
service 
joined Then there developed a widely | 
publicized hitch: Transcontinen- | 
tal’s officers stated that Blackett- | 
Sample - Hummert had “unequiv- | 
ocally” agreed to buy at least 15) 
' of the @ hours of time a week on behalf of | 
al Mo- @ American Home Products Com- | Pe. 
en ap- @ pany and Sterling Products, Inc.| mee 
of the @ The agency’s officials asserted just TEA ; 
e divi- @ as positively that they had only ne- 
gotiated and had finally decided 
around the end of the year not to 
go through with the deal because | 
— Transcontinental had not proved 


itself sufficiently responsible finan- 
cially. 

Transcontinental’s rejoinder was 
that its financial condition was ex- 
cellent. But Blackett - Sample - 
Hummert and its large clients 
were adamant. The new system’s 


WOULD KEEP RADIO SETS 


Jan. 1, 1940, -_ — ee Through the years, the great N EWSPAP E 4 
oper ti ; ; i 5 | 

that ‘wagetiations were sti in| (oak P bd LL P R OVES IT! 
progress. national networks have brought € Minnes, ° contro 


Later Transcontinental’s officers 
said they were seeking other pro- 


estion re .: Sota Pol] Shows, 
and stro Ong r, 


ice cont 
rep- Tols On far 


all that is fine to the folks 


it meal m prod % the minmesgenn 
gram sponsors to take the daytime ve been ma Ucts has A quiet, sore 

J and evening hours left open . re ror! TUNE OR CA om the subject of. ro ane Sunaay 

| through the breakdown in ne- i j ‘ ve panel “Child's point ot Me 
gotiation with B-S-H, and still in Minnesota. They've become tae RATES. RADIOS - UP? ph Rpt. 
later the system’s officers admitted | = : VE 


they could not obtain a sufficient | used to choosing between 


. number of other advertisers to) 
c- make a profit on their proposed : s ° 
operations. Nothing more was| Lawrence Tibbett and Frank Sinatra; 
ct heard of Transcontinental after | Producta atten Telephone oe 
the spring of 1940 the w ter nnn, a 


’ between the Boston Symphony and 


1S Out of Radio? , 
Until his divorce last year, Gen. the National Barn Dance; between Aa fe _ 
Roosevelt headed the Texas State; ees Pte © pene, white tne” fortion gy - pe 00! clas 
Network and was the heaviest : a. ey | aaae SAteSt Liking’ tor yi” tReie twentae’® etrongen | worms et: the Tom 
aan Sa teleret watinn. Town Meeting and American Forum. oe id st a oe ted those | That’ ith the pint 
Id ning companies in Texas. He ; ; ; “pnd Mi een 
reported to have turned over With care, the seven Twin City stations 
ch s stock interest to his wife and | 
ldren, and to hold only minor 
a iny financial interest in the sta-| have built their programs too. And now a metropolitan 
ns, 
Meanwhile, Mr. Hartford of * ; 
‘is P is reported trom New York newspaper brings proof, through a state-wide survey, that the people 


describing as “substantially ; ; ‘ee 
rect” reports that he had in of Minnesota appreciate their radios!—even to the exclusion of telephones! 


2 written off as a bad debt the 


AMERICAN BROADCASTING COMPANY 


‘Everybody's 
Getting 


Canby Inbustry 


THE NEWSPAPER OF 
CONFECTIONERY BUSINESS 


SERVING NEARLY 2,000,000 
MINNESOTANS WHO DE- 
MAND, DESERVE AND GET 


FIRST in 
} cunts in THE BEST IN RADIO! 
FIRST on Candy FREE & PETERS NATIONAL REPRESENTATIVES 
ADVERTISING __ 
Schedules MI MINNEAPOLIS * N T PAUL * MINNESOTA 


‘DY INDUSTRY * Don Gussow, Editor & Publisher 
West 42nd Street, New York 18, N. Y. 
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‘Breakfast Club’ 
to Mark 12 Years 
on Blue June 23 


Chicago, June 13.—Radio’s old- 
est, most continuous six-a-week 
full-hour show, the American 
Broadcasting Company’s “Break- 
fast Club,” will celebrate its 12th 
anniversary on the air June 23. 

Don McNeill, m.c. of the pro- 
gram which he named and brought 
to the air waves June 23, 1933, 
has marked up 3,756 m.c. hours 
with the “Breakfast Club,” and 
in his honor the anniversary 
broadcast will be made from his 
home town, Sheboygan, Wis. At 
the same time it will serve as a 
greeting for Station WHBL, She- 
boygan, which joins American 
June 15. 

Featured on the _ effervescent 
early morning (8 to 9 a.m., CWT) 
show, besides the ebullient Mc- 
Neill, are singers Nancy Martin, 
Marion Mann and Jack Owens; 
an 18-piece orchestra directed by 
Eddie Ballantine, and comedians 
Fran Allison and Sam Cowling. 

A winner of numerous radio 


awards, “Breakfast Club” was 
chosen in 1944 as the outstanding 
daytime variety show by Radio 
Daily and Tune In magazine, and 
as the second most popular show 
by Motion Picture Daily. Its fan 
mail averages 7,500 letters a 
month. Nearly 500 persons see the 
program broadcast each morning 
in the company’s Merchandise 
Mart studios. 

Lew Green produces the show, 
which is divided into four 15- 
minute periods. Swift & Co., Chi- 
cago, and the Kellogg Company, 
Battle Creek, Mich., sponsor seg- 
ments of the hour, and beginning 
Sept. 24, the Philco Corporation, 
Philadelphia, will underwrite the 
last quarter hour (AA, June 11). 


Cigar Maker on Blue 


H. Fendrich, Inc., Evansville, 
Ind., maker of La Fendrich and 
Charles Denby cigars, will begin 
sponsorship of a half-hour mus- 
ical program on 25 midwest sta- 
tions of the American Broadcast- 
ing Company Sept. 2. 

The program, to originate in 
Chicago, will be titled “Smoke 
Dreams” and will be heard Sun- 
days, 1-1:30 p. m., CWT. Con- 


tract is for 52 weeks. Ruthrauff 
& Ryan, Chicago, is the agency. 


‘Lum & Abner’ Changes Time 


Beginning July 2, “Lum & Ab- 
ner,” comedy team sponsored by 
Miles Laboratories, Elkhart, Ind., 
for its Alka-Seltzer will be heard 
from 7-7:15 p. m., CWT, Monday 
through Thursday on the Ameri- 
can Broadcasting Company net- 
work. The team currently is 
heard from 7:15-7:30 p. m., CWT. 
Wade Advertising Agency, Chi- 
cago, handles the account. 


Joins Food Machinery 


A. F. McGraw, until recently 
general sales manager of the 
tractor division, Allis-Chalmers 
Mfg. Company, Milwaukee, has 
been appointed director of sales 
of Food Machinery Corporation, 
San Jose, Cal. 


Reid to Reeves-Ely 

Eleanor G. Reid, formerly with 
United States Steel Export Com- 
pany and John Wiley & Sons, New 
York, has been appointed publicity 
supervisor of Reeves-Ely Labora- 
tories, Inc., New York. 


ve Population Live in 
ROCK _ -MOLI NE Zone y 


ef 


The MAJOR PORTION of Tri-Cities’ 200,000 population lives on 
the Illinois side, in the Moline-Rock Island zone*. 


Argus and Moline Dispatch are their home-town newspapers . . . 


WHBEF is by far their favorite radio station. 


* Includes Rock Island, Moline, East Moline and five other con- 


tiguous cities and towns. 


———_ ee 


ASLAN D ARGUS __ 


eam ‘THE ROCK 


on vas ee 


MOLI INE _DAILY DISPATC H 


The Rock Island 


and 


ROCK ISLAND ARGUS «, 


MOLINE DISPATCH 


95% of Building 
Plans Not Yet 
Ready for Bids 


New York, June 14.—Of $19.9 
billion in new building projects 
proposed, $8 billion have reached 
the planning stage, but only $1 
billion, or 5%, are ready for bids, 
Malcolm Pirnie, chairman of a 
joint committee of the American 
Society of Civil Engineers and the 
Committee for Economic Develop- 
ment, revealed this week. 

To get definite data on and 
stimulate plans for postwar con- 
struction, this group has launched 
a program in 80 test cities through- 
out the country: 

“1. To conduct surveys to de- 
termine the dollar volume of plans 
for new factory. buildings, new 
commercial buildings, non-farm 
homes, farm homes, and new ad- 
ditions to any of the above; 

“2. To stimulate the speedy 

completion of such plans so that 
they will be ready for the bid 
stage when materials and man- 
power are available; 
. “3. To ascertain the amount of 
private construction planned in a 
given community, so that public 
works will not compete with pri- 
vate projects for labor.” 

Mr. Pirnie has asked local CED 
groups to form special construc- 
tion committees, composed of ar- 
chitects, engineers and represen- 
tatives of general contractors, 
building supply dealers, real estate 
developers, civic officials, building 


and loan associations, bankers, 
|trade unions, and real estate 
brokers. 


Special check sheets have been 
provided for these local surveys. 


Issues Termination Guide 

The joint termination regulation 
distribution office of the War and 
Navy Departments has issued an 
“Army-Navy Contractors Guide 
for Prime and _ Subcontractors.” 
The pamphlet is an outline for 


contractors suggesting advance 
planning and practical procedure 
for settlement of terminated con- 
‘tracts. Copies may be obtained 
without charge from Lt. E. P. Lull, 
|Readjustment Distribution Center, 
|90 Church St., New York. 


| Carter Names Wingfield 


William M. Wingfield, in charge 
of buying, retailing and merchan- 
dising for men’s shirts, pajamas 
and neckwear with Montgomery 
Ward & Co., New York, has been 
named product manager of the 
men’s and boys’ division of Wil- 
\liam Carter Company, Needham 


| Heights, Mass. 
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Shoe Men Adopt 
Full-Year Progra:n 
to Use Advertising 


Rochester, N. Y., June 13.— qd. 
vertising will be used extensi\ ely 
to promote a “balanced prog am 
for shoes,’ Guy E. Manley, proesj- 
dent of the National Shoe Manuv- 
facturers Association, said recently 
in explaining the program ado) ted 
by the group and 14 allied a:so- 
ciations to level off seasonal peaks 
and attain year-’round production 
and distribution of footwear. 

Originally offered as a ‘52- 
work-week plan” by the menu- 
facturers’ association, the project 
will take in all levels of the shoe 
and supply industries. 

Mr. Manley, who is also execu- 
tive vice-president of E. P. Reed 
& Co., Rochester shoe manufac- 
turer, said that the plan for bal- 
anced production has already been 
inaugurated in its plant. Adver- 
tising is being spread over more 
months of the year, with advertis- 
ing throughout the year the ulti- 
mate objective. 


To Educate Public 


“Putting the plan into complete 
operation must necessarily be a 
matter of education through ad- 
vertising which will include the 
public, because the public, as well 
as shoe manufacturers, retailers 
and their employes, will benefit 
through balanced production and 
distribution of footwear,” Mr. 
Manley said. 

“Shoe workers, for instance, get- 
ting pay regularly, will have more 
money to spend from a balanced 
income and that will help all busi- 
ness. The program will be put 
into effect gradually, as the in- 
dustry and public learn the bene- 
fits which will come from it.” 

Seven phases of the industry's 
activities are to be studied in put- 
ting the program into effect. They 
are production and distribution of 


raw stock, manufacturers’ pro- 
curement plans, manufacturers’ 
producton plans, manufacturers 


and wholesalers’ selling plans, re- 
tailers’ buying plans, retailers’ 
selling and promotion plans, and 
consumers’ buying and wearing 
habits. 


P&T Promotes Recipe 

To introduce the recipe for cock- 
tail Brugal, Park & Tilford Import 
Corporation is introducing it int 
copy for Brugal rum. Advertise- 
ments will run to 240 lines and 
appear once a week this summer 
in newspapers’ throughout _ the 
country. Business papers will also 
be used. Charles M. Storm Com- 
pany, New York, is the agency. 


MORNING 
LISTENERS 


TOP-RATED 
AY7T/ME SHOWS 


5S ALABAMA'S 


BUY FAR/ 
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Westinghouse 


» Menu- : 

project Home breezers 
the shoe 
» execu-§f NEW—This Westinghouse home freezer 
P. Reedfad, part of the company's doubled 
lanufac-M campaign during the last half of ‘45, is 
for bal-[B scheduled for general and farm pub- 
idy been lications. 

Adver- 


er more 
idvertis- 
the ulti- 


Doubled Appliance 
Program Launched 
by Westinghouse 


p 


som plete 
ly be a 
ugh ad- 
ude the 


. as well 
retailers 
benefit Mansfield, O., June 14.—New 
ion andfJprograms on refrigerators, home 


r,’ Mr/ffreezers, ranges and water heat- 


ers, and continuance of full-line 


nce, get-Mand automatic washer campaigns, 
ve moreffwill double advertising expendi- 
balancedfftures of Westinghouse Electric 


all busi-@Corporation’s appliance division in 
the second half of 1945, Roger H. 
Bolin, advertising and sales pro- 


motion manager of the division, 


9g revealed this week. 
idustry Westinghouse appliance expen- 
| in put-##ditures for the second half of 1945 
ct. Theyfwill be $1,200,000 as compared 
ution offwith $600,000 in the first half of 
‘s’ pro-Mithis year, Mr. Bolin told Apver- 
acturers' Mirisinc AGE. He pointed out the 
‘acturers $1,200,000 is the amount which 
lans, re-@the appliance division spends di- 
etailers rectly, and does not include “com- 
ins, and#pany-wide programs such as Sun- 
wearing #iday and week-day radio programs, 
over-all company rural electrifi- 
cation and better homes depart- 
se ment programs, which we share in 
2 paying for and which advertise 
or cock-Mproducts heavily.” 
i Import The largest individual product 
; it into Mcampaigns, he said, will be on 
ivertise- Mhousehold refrigerators and home 
nes an Hfreezers, starting this month (AA, 
Summer @May 28), which will run in gen- 
ut theferal and farm magazines. Both 
will also Miwill feature human interest photo- 
m Com- Beranhs by Victor Keppler. Keppler 
ency. illustrations also will be em- 


ployed in electric range cam- 
paigns, in color in Better Homes 
and Gardens, McCall’s and Par- 
ents’, starting in September issues, 
and in black and white in Coun- 
try Gentleman, Electricity on the 
Farm, Farm Journal and Progres- 
sve Farmer, starting in July is- 
sues, 


Each Has Series 


Theme of the electric range 
Magazine campaign is, “Living 
Tomorrow Will Be Modern All 
the Way.” Each insertion will 
mpare electric cooking with a 

development in modern life, 
such as television. The rural range 
series will emphasize that “To- 
morrow ... more and more farm 
l<s will know there’s a lift to 
liv ng electrically,” and the slogan, 
“Fuel by wire is modern.” 


te and rural dealers. 
estinghouse is promoting 


-ELLING NEW HAVEN'S 
WAR WORKERS 


Journal-Courier goes into war plants 
the thousands daily — each copy read 
many, and passed on from shift to 
t— each copy working 24 hours daily 
bring you coverage of today's best- 
iding customers . . . 100,000 readers 
y! 


* * THE *« x 
NEW HAVEN, CONN. 


JOURNAL-COURIER 


A| 
se and water heater tie-in pro- | 
srom has been arranged for utili- | 


| 
| 


its | 


automatic washer, the Laundro- 
mat, in color in Good Housekeep- 
ing, Life, Parents’ and Vogue 
Pattern Book. 

Fuller & Smith & Ross is the 
agency for these campaigns. 


Mengel Promotes 


Coleman R. Curtis, eastern sales 
manager for the mahogany and 
hardwood division of Mengel Com- 
pany, Louisville, Ky., since 1913, 
has been appointed eastern sales 
manager of the furniture division, 
with offices in New York. 


‘Newsweek’ Transfers 


J. P. Cunningham, representa- 
tive of Newsweek in Detroit, will 
transfer to the publication’s head 
office at New York, effective July 
1, to work on major accounts serv- 
iced by that office. 


Keefer Elected V.P. 


B. Ray Keefer, for the past six 
years advertising manager of Out- 
door Life, published by Popular 
Science Publishing Company, New 
York, has been elected a _ vice- 
president of the company. 


Sears to Build | 
New Mexico City | 
Retail Store 


Chicago, June 12.—Sears, Roe-| 
buck & Co. has revealed that it | 
will begin construction work this | 
summer on a new retail store in 
Mexico City, with total cost of 
the building and its site tentatively 
set at little more than $1,000,000. 
The building will not be com- 
pleted for about a year. 

Robert E. Wood, chairman of 
Sears’ board, will be in charge 
of the new Mexican branch, which 
will have its headquarters in the 
building formerly housing the 
American School in Mexico City. 

The mail order house also oper- 
ates retail stores in Honolulu and 
Havana, as well as in more than 
100 cities in the United States. 


Goldblatt’s to Baskin 


Goldblatt Brothers, Chicago, has 
appointed Salem N. Baskin Adver- 
tising Agency, Chicago, as public 


| 


relations counsel for the company. 
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TULSA 
* 
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*U. S. Census. 


Population in KVOO’S Daytime Half-Millivolt Area 


93” 


as great as 
Entire State of 
OKLAHOMA 


This includes the bonus 
counties in Missouri, 
Kansas, and Arkansas, 
making the KYOO mar- 
ket the best buy in 
OKLAHOMA .. . truly 
Oklahoma's No. | Mar- 
ket. 


50,000 WATTS 


KvO © wis OKLAHOMA 


AVIATION 


‘Manufacturers 


t a 


HOME APPLIANCE 


Manufacturers 


a SSE AUSTEN 


These are typical 
METAL WORKING INDUSTRIES: 


BUSINESS MACHINE) 


Manufacturers 


RAILWAY EQUIPMENT 


Manvfacturers 


A 


43> 


ORDNANCE Manufacturers 


HEAVY MACHINERY 


Manufacturers 


ms 


AUTOMOTIVE 


Manufacturers 


ELECTRICAL EQUIPMENT 


Manufacturers 


They use engineering MATERIALS —and processing METHODS — which 
are basically the same. 


METALS and ALLOYS is the only industrial publication devoted exclu- 
sively to both engineering MATERIALS and processing METHODS. 


Therefore, if you sell engineering materials and processing equipment 
to the metal working industries, METALS and ALLOYS is the medium 


for you! 


Metals and Alloys subscribers are over 15,000 strong. They bear many titles: 
Engineer, Superintendent, Metallurgist, General Manager, or even Vice-President. 
But, whatever their titles, they function as engineers and they have these problems 


in common: 


What engineering MATERIALS to use—and what processing METHODS to apply. 


And Metals and Alloys, the engineering magazine of the metal working industries, 
speaks their language and helps them decide their needs. 


Yes, Metals and Alloys is the medium for anyone supplying engineering materials 
and processing equipment to the metal working industries! 


METALS ..2 ALLOYS 


REINHOLD PUBLISHING CORPORATION 


The Engineering Magazine of the 
Metal Working Industries... 


O@ 


330 WEST 42nd STREET » NEW YORK 18, N. Y. 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. All other classi- 
fications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


Se HELP WANTED | nee” HELP WANTED HELP WANTED 
ADV ERTISING & PUBLISHING ADVERTISING PUBLISHERS EDITOR for old established business 
All Types of Positions SALES AND MERCHANDISING publication. State age, experience. 
Placements anywhere in the POSITIONS Knowledge of food and dairy prod- 
am a United States FRED MASTERSON ucts essential. Position permanent, 
GEORGE WILLIAMS—Personnel SINCLAIR-MASTERSON pays good salary. 
209 S. State St., Har. 2063, Chicago. PERSONNEL Box 7393, ADVERTISING AGE 
310 S. MICHIGAN, CHICAGO, 100 E. Ohio St., Chicago 11, Ill. 
20 YRS. ADV. EXPERIENCE oa ee ———— — 
a. a - = = Wanted 
Assistant Sales Promotion Manager 
ADVERTISING SALESMEN 
WANTED AAA-1 company, nationally known, 


with factories and sales offices coast 
PRINTING CAPACITY to coast, seeks a man about 30 years 
Prefer previous experience general, |@!4 as Assistant Sales Promotion 

Manager. 
strié ade ‘nals ‘onside 
usdaateatan cltibeinter FORrEETE. Consider Because of the company’s methods 
ambitious, interested veterans, be-|0f Selling and distribution, promo- 


We would like to contact 
° ° ° tion is a dominant activity, includ- 
printers with available ca- || inners. salary. Real future. Promi-|ing:. Merchandising of national ad- 


vertising; creation of dealer helps; 


pacity on large flat bed nent company. development of point-of-sale mate- 
. rial; writing of publicity; home- 

; H office assistance for 100 man sales 
presses, in or around Chi- force; and similar challenging ac- 


tivities. The man should be a crea- 
cago. Catalog work. Box 7234, ADVERTISING AGE tive thinker, effective writer, and 
P ” d able to maintain department's op- 
330 W. 42nd St., New York 18, N. Y./eration during periodic absence of 
We furnish Paper. department head. 
ARTIST. An experienced layout . 
ee , . eas a 4 ; ? _*|Loecation, St. Louis; starting salary, 
Box 6151, Advertising Age dn 5 Med ph ha + ae TR aie a “er “eag et gta gl 
‘ = : me : oS ea - bn esc a unlimited; in fact, what we wan s 
100 E. Ohio St., Chicago | l, lil. Mae bonne Rg nel om ge as a future executive. Write fully, and 
pear gfe 4 : Nis ; in confidence, giving: Education; 
sis meinen Garena Geen oe complete business history; personal 
unusually spl end id opportunity data; and evidence of qualifications. 
Write, giving details of experience. Reflect your own promotional abil- 
Box 7380, ADVERTISING AGE |'tY and experience in this appica- 
Large Aeronautical Instru- ||_ 100 EF. Ohio St. Chicago 11, Mi. | "9p for a promotional Er 
(on a =. A+ avi, A 4 ele “ 
> s > 7 : < “he 
ment & Accessory Manufac- || unr "hemtarine’ mnie’ need May. | —100_E. Ohio St,, Chicago 11, 1 
turing Company Located || outs. write selling copy and letters,|,. ADVERTISING MANAGER 
“ . edit house organs, have executive | Promotion minded, aggressive with 
Metropolitan Area Requires sales promotion and editorial abil-| ability to grow with fast moving 


age,| Chicago housewares manufacturer 


ity. Give full articulars f : 
PRINTING & LAYOUT SUPERVISOR |J\experience, education and salary.|Unless you have an itch to make 


E ‘ état Sle Chicago location. your niche, don’t apply. Give full 
xperienced in layout & printing work. Box 7381, ADVERTISING AGE _ |details. = ie ere 
Able to coordinate art illustrations & _ 100 E. Ohio St., Chicago 11, Ill. _ Box 7394, ADN gh 
copy for technical trade publications, EDITOR for old established national 100 E. Ohio St., Chicago 11, Il. 
business paper serving wholesale ART DIRECTOR 
a e P . P 
manuals & handbooks xe and retail distribution branch of its|By Chicago encyclopedia publisher. 
Excellent post-war position. industry. Must be merchandising | Complete charge of pavont et be po 
minded. Midwest publisher. Pleas- |retouching, production. cnowledge 
Also Several Technical Writers ant working conditions. Give com-|of maps, charts, diagrams, etc., help- 
to Assist in Above Work plete details of experience, age and ful. We want a person with ideas 
Write Box 6149, Advertising Age oe I, oat All applications ee Ry nate,» Page Excellent 
330 W. 42nd St., New York 18, N. Y. Box 7392, ADVERTISING AGE Box 7400, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 100 E. Ohio St., Chicago 11, 1. 


KFH=WICHITA 


From the 
Frisco 
Conference 


The hundreds of thousands of solid folks 
of that solid section do not “shop around 
the dial” for news and comments on big 
events like the United Nations Conference 
at San Francisco. Wichita was right on the 
spot with herownKFH Newscaster,George 
Gow, giving Kansans the news they want 
to know and the Kansas slant they’re most 
interested in. It is enterprising “scoops” 
like this that have made KFH the best 
liked, best believed and best listened-to 
station in “that solid section of Kansas’ Oo 

Richest Market.” It all adds up to your DI R ECT T K F H 
best selling station, too! 


KFA 


WICHITA 


CBS - 5000 WATTS + DAY & NIGHT 
CALL ANY PETRY OFFICE 


GEORGE GOW, Ace KFH Newscaster, ONLY 
COMMENTATOR accredited to United Nations 
Conference from a Kansas Radio Station. 


Advertising Age, June 18, 
| _ HELP WANTED i POSITIONS WANTED 
ASSISTANT ART EDITOR Advertising agency accountant, ; 


|Must have ability to translate news| eral administrator. Experienced \ 
of national affairs and importance|control and cost methods, m« 
linto pictorial angles through photo-| production & art. College grad 
|graphs, maps, graphs, pictorial Box 7398, ADVERTISING AG 
| charts, “=. Must be able to super-|330 W. 42nd St., New York 18, N 
vase preduction of art techaicicaes | ~“;—;.... . LL... Tt tr 
such as maps and charts. Must have EXCELLENT WOMAN ARTIS 
ability to provide staff artists with | Desires position with adv. firm, 
rough visuals or to translate ideas |%!0 or agency in sales prom. w 
from facts and figures. Must have Miss G. G. Howard 
background knowledge or genuine 6078 Newburg Ave. 
interest in national affairs as inter- | ~""** Ti wer é =. 
preted through art forms of all VERSATILE ADVERTISING M 
kinds. Prefer experience in art edit- | AND ARTIST seeking postwar | 
ing for news magazines or other|tion with industrial or Home A} 
publications devoted to news of na-|ance Mfr. Experienced in all ph 
tional affairs. Position in Washing-|of Art, Promotion and Produc 
ton, D. C. Essential industry. Ex-| With some assistance can handl: 
cellent postwar prospects. advertising and art work, inclu 
Box 7399, ADVERTISING AGE photo-retouching. Six years 
330 W. 42nd St., New York 18, N. Y. | Sanitary Cast-Iron Enamelware 
Secretary Assistant to agency Pro- |Competent, energetic with ideas 
duction Manager. Must have execu-|‘‘click.” Age 33; 4 depend: 
tive ability and production experi- | $3900. to start. 

ence. To operate production control CHESTER CALDWELL 
panel. Write in detail—qualifica- |748 Pershing St., Ellwood City, 
tions and salary expected, 
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Box 7401, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


Can you produce catalog and ad lay- 
outs? Write copy that brings back 

the orders? Are you reasonably fa- q A AGENCY 
miliar with printing processes? A 


steady producer anywhere from 18 COPY CHIEF 
to 80, man or woman, with a real 


— in direct mail selling? —— 

write R. Malcolm and Associates, * ° 

llth Ave. & Ohio St., Evansville 4, Not just an editor . . . but 
Indiana, giving us outline of your a man who can spark 
background, how soon available and e ° 

how much you want per month to ideas 1s what we want! He 
demonstrate your ability before we efe ° 

start talking bonuses, ete. Suggest should be familiar with 
you send examples of your work retail procedure and have 
and photograph if possible. Will keep h ° e h M ' 
confidential and return promptly. ad experience wit ens 
REPRESENTATIVES WANTED | Wear advertising. We ere 
Junior space salesman—Young man a4A Agency, located in 
to work under eastern manager out ° 

of New York office, representing old New ae a and a. 
established midwest publishing firm. are willin o pay a to 

Will represent two of the leading 9 P Pp 
publications in the engineering and salary to the rig + man. 


construction field. Kxcellent oppor- 
tunity for junior representative to 


When writing, give your 


build clientele and increase his earn- complete background and 
ing capacity. Salary open. Reply e b k ° 
giving age, education, exp. and ref- income bracket. Specify 
erences. H 

Box 7203, ADVERTISING AGE whether Chicago or New 
330 W. 42nd St., New York 18, N. Y. York better for interview. 
___ POSITIONS WANTED 

SPACE SALESMAN Box 6154, ADVERTISING AGE 


Available now; just released from 


ability; industrial and trade; 10 


war work; proved business-getting 100 E. Ohio St., Chicago 11, Illinois 


years with one publisher; 37 years; 
married. 


Box 7372, ADVERTISING AGE 


__100 E. Ohio St., Chicago 11, Ill. _ 
HONORABLY DISCHARGED 
Any orricer || ART DIRECTOR 
4-years’ purchasing & contracting 
plus years of sales and administra- 
tive experience. Can you use my 


services in Chicago or Denver? Experienced Art Director 
Box 7395, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Ill. _ wanted for New York, 4 
FOOD ADVERTISING MANAGER 
or Agency Account Executive. 20 A Agency. Must be com- 
years’ experience in food and allied 
fields. Record of achievement in HH H 
planning and directing effective ad. pletely familiar with new 
and sales promotions Know mar- h ° d h full 
ket research, media, copy, produc- techniques and have tu 
tion, package designing. Age 42. 

Box 7391 ADVERTISING AGE knowledge of current art 
_100 EL Ohio St., Chicago 11, Ill. | 

SPACE SALESMAN sources. Write us your 

Available now—because of war work 
cutback. Four yrs, experience repu- H H 
table industrial and trade publica- experience and income 
tions. Also consumer. Know ma- . . 
chine tools intimately. Age 30, mar- bracket. Specify Chicago 
ried, two children. Chicago pre- = m 
ferred, or New York for interview. 


Box 7388, ADVERTISING AGE 
100 E. Ohio St.. Chicago 11, III. 
ARTIST, layouts, comps, dummies, Box 6152, ADVERTISING AGE 
salesmen presentations, catalogs, 2 - 
folders, tabloids, ete., top exp.; free- 100 E. Ohio St., Chicago 11, Illin 
lance or position. Ag. Wonfor, 302 
Sixth Avenue, Newark 7, N. J. 


ois 


WHITEHAL. 


¢ , 4 “<— 


and advertising agencies find this a lucky number. It: 
ables them to usea service consisting ofad-setting, engravi! 
and printing—all under one roof...Specially trained men < 
always on their toes to serve you so well that you will co: 
back again. We-can lighten your burdens—and at the sa: 
time produce better and more profitable printing for yo 
at a saving of time, trouble and money. Phone Whitehall 23 


FAITHOR 


CORPORATIO 


AD-SETTING +» ENGRAVING + PRINTI 
400 N. RUSH STREET, CHICAGO 11 +» WHITEHALL 2 


yy IMPOSING group of suécessful advertising executiv ° 
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18, 945 BAcvertising Age, June 18, 1945 . ) 
; ins ,sumed. Brian Aherne, motion pic- ; supplying dealers with display ma- | 
= Bor V ideo Success Calhoun Jo Jaques Campbell Puts ‘ture and stage star, will play the | terial. ie | 
ced as Ad Manager ’ » ’ leading role of Simon Templar in| The new “Sweet Self” idea, 
i Brin Ss 15 Awards ‘oi Saint on CBS ‘the new series. Ward Wheelock| the company says, “will expand 
arse g atte rs erage sad nm ge ‘Company, Philadelphia, .is the|the deodorant market by making 
18, N I York. June 14.—Fifteen + SAGERPORY's coe", oe } |agency, although the Jack Carson | millions of women more ‘clothes 
RTIS av = meg 5 reine work in KC baking powder, as advertising for Spinach Soup | series was placed through Foote, | conscious’ relative to deodorants.” | 
rm, eievision were presented here to- eine it com Camden, N. J., June 14.—When| Cone & Belding, New York. Agency in charge is Abbott Kim- | | 
nm Werk Bi by the American Television i. Willard Campbell Soup Company starts —___——— ball Company, New York. | 
ociety. : “The Saint” as summer replace- : . — 
128 P rhe recipients were Station —- He will ment for the “Jack Carson Show" Odorono Brings Joins Chirurg | 
G MN fiw NBT, New York, for the produc- 5 on CBS June 20, the newest of the} sz ’ Betsy Goslin has been appointed 7 
ar si Bhion “Men In White”; WCBW, New -_ — a company’s soup products — cream Sweet Self Note |director of publicity of James : 
1 ph se(fYork, for the program, “CBS a in 4 allel “ of spinach—will be promoted. Thomas Chirurg Company, New | 
duction, BNewsceast”; WRGB, Schenectady, ae 4 re =ng Introduced last summer in the to Deodorant Copy York and Boston agency. | 
and “lo, outstanding contribution to pee Peg ~~ Philadelphia area, Phage of spin- ieited C j foe! | 
rs i» [nidren’s programming; WCBW, . ach was advertised to consumers amford, onn., June — | 
are Mtr for the best educational program, Mr. bere oi nationally in March on the “Radio|Northam Warren Corporation has | NO USE TUR NING | 
leas \«t FOpinions on Trial”; WNBT, for pach ted aa Reader’s Digest” program on CBS. |injected a new idea into s GUSTOMERS AWAY 
‘he most consistent sports pro- Pe at Sacer The company also used spot radio/spring’s campaign for Odorono| | 
L cramming, and Ruthrauff & Ryan, > Ohno E. H. Calhoun |in 14 major markets and in its|cream deodorant to tell women | And yet you may If You 4 
ity, Pa. for the most consistent effort in|! the John F. magazine promotion featured the/that “only when they dress, do| be doing just that. | manufacture 
: Jelke Company, Chicago, and was : : ’ There's a 7 billion ry 
—— Bieveloping effective television 7 1 pe th th 8 T new soup in the June 9 Saturday | they endanger their ‘Sweet Self’...| goliar market you and Sell { | 
———— @.ommercials. preveuny Wis . wie Rage een Evening Post. Campbell reports| clothes fence you in. . .” could encourage} COSMETICS rh | 
Special awards were made to|astman Corporation, t “a Tent. that more of the soup was sold} The schedule for improved |simply by letting le | 
Y saul Alley, WNBT, for outstand-|Port, Tenn., subsidiary of East-|quring the introductory period |Odorono cream, repackaged this Suatnaen Wor te ttase locte ts bic aaee 
ng editing of news films; WPTZ,|™an Kodak Company. than any other Campbell product| year, includes 200 newspapers in| press for guidance. Your advertising in 
E hiladelphia, for developing foot- offered in a like period of go 179 cities, spot announcements on Snes teal on el ne a | 
pall television technique; WRGB, “The Saint” will be heard Wed-|a large list of stations from coast | ‘But’ wheth ronage. 
but for the best institutional televi- 3 Markets Moves nesday, 8-8:30 p.m., EWT, on the|to coast, and 20 magazines of the metic, food, ariak, wearable, or any- | 
u ion commercial; Klaus Landsberg, The First 3 Market Group has | full CBS network for the summer| women’s and fan field. Ads in pring ba omg we Ry pay you to write to 
park of W6XYZ, Los Angeles, for tech-| occupied New York offices in| months, but Campbell has not/business papers and dealer maga- Fifth Ave., New York. for the . | 
He hical excellence in television pro-| suite 2300, News building, 220 E.| made fall plans as yet as to when|zines back up the year-’round cam- | the success stories built out of reach- | 
with juctions; Paul Mowrey, director} 42nd St. or if Jack Carson will be re-|paign, and Northam Warren is|ing this great and growing market. | 
if television of American Broad- 
ve asting Company, for work in 
ens preparing the network for tele- {4 
are vision; WBKB, Chicago, for pre- | 
d in paring the Midwest for commer- & | 
cial television; W6XAO, Holly- 
we wood, for making television fa- 
top cilities for commercial develop- | 
van. ment on the West Coast, and ' 
four WABD, New York, for develop- 
d ment of commercial television. 
an ) 
cify ; ; | 
New Nixon Joins Agency : 
jew Lewis Nixon, advertising man- 
ager of R. J. Strasenburg Com- 
.GE pany, Rochester, N. Y., has joined 
_ , {fhe staff of Hart-Conway, Inc., | 
Minois |MRochester agency. 
a MEN'S WEAR PAs il hs . aa¥ 
ctor . 
Leading 4 A Agency is 
, 4 expanding and needs top- 
om- notch copywriter who is 
thoroughly familiar with 
social Men's Wear. Knowledge 
full of retail distribution is 
ae also helpful. Locality — 
New York. Write us your 
jour background and income 
ne bracket. Specify whether 
. Chicago or New York is CIRCULATION BREAKDOWN 
ag more convenient for an 
. . ° A. End-Users in 40 different industrial classifications 
iew interview. Limited to— Presidents, Vice-Presidents, General Mana- 
gers, Engineers, Purchasing Agents and other top 
\GE Box 6153, ADVERTISING AGE CNG 6 6 6:6 08% 44404 00 ccd eee etnetes 10,015 
- Minois 100 E. Ohio wi. Chicago v8, Illinois Architects, Engineers, Designers, Chemists, Inventors, 
Decorators, Researchers... ccccccecccccccsccsccs 991 
—<——$ 
B. Plastics Industry 
Darned Good Presidents, Vice-Presidents, General Managers, Chief 
Pr ti Ww it Ww # d Engineers and other titled personnel of molders, fabri- 
omo on, riter anre cotors and laminators; manufacturers of plastics ma- 
Major national magazine wents @ chinery, moterials, chemicals.......+e+ceeeeeeeees _3,100 
man who can think clearly and 
write distinguished, factual, low- 
pressure, quick-tempo copy for 
sdvertising and circulation pro- 
notion. Opportunities limitless if a Mas 
ran (a) will really work hard, In one publication PLASTICS offers you men of authority in 
b) can really write, (c) can be the two major divisions of the big plastics market: (A) over 
utiv 2s memher of a team ond net ec 10,000 top business executives of companies which use or plan 
- es-man, @ no-man, or a frustrated to use plastics parts or products, and (B) intensive coverage of 
‘ \EW YORKER short story writer. the plastics industry itself from raw materials to finished 
Avil. J, Jur staff knows about this ad. products. , ' Ok 7 
, . ~. PLASTICS’ end-user circulation is rigidly restricted to the 
en ere ‘rite Box 6150, Advertising Age don ie Tarn At oars sldinate wicg-nessidents 
20 W 42nd St.. New York 18. N.Y men who etermine uying po icy: presi ents, vice-prest ents, 
co! e ‘ bs ints general managers, purchasing agents and similar executives. 
sare For the plastics industry PLASTICS goes deeper, to reach the 
_ men who are moving into positions of increasing responsibil- 
aio Available: ity as well as the present top-management men. 
| 23:0 One Adv. Manager! This combination of end-user and industry coverage provides 
(eteoped end tahued) a clean-cut waste-free circulation which is found in few trade 
EPED in creative writing—advy, sales pre papers in any field. 
FP ge A EY The accurate up-to-the-minute reporting of progress in plas- 
joussnala uppilanees, feed’ Some bess tics written authoritatively and graphically illustrated by 
UR Gith the decieh to shecbit aitioe un- | a photographs, charts, drawings, and color reproductions as- 
‘to Es 2 oe ae, ee ee ob sures high reader interest for your message. 
nt just old enough (41) to possess broad piasties Ask a PLASTICS’ representative for the whole story of 
fog - Ege ty Re nadie PLASTICS’ circulation and editorial! policies. 
l ive ns , on Bn ag oy 5 7 
Replies in confidence | ot Oa, 
100°E Obie St, "Chieage tt tt. tei 
| “mc & — ZIFF-DAVIS PUBLISHING COMPANY, 185 North Wabash Ave., Chicago 1, Illinois—Offices: New York - Washington Los Angeles - London Toronto 
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New Combination 
Washer-Mixer to 
Be Unveiled Soon 


Chicago, June 12.—Although 
Electric Household Utilities Com- 
pany has kept the product a 
closely guarded secret, advertising 
and promotion for its new com- 
bination clothes washer, dish 
washer, mixing machine and vege- 
table parer, will be launched in 
late July or early August. 

Two reasons are given for keep- 
ing details of the product a secret 
until advertising announces it to 
the public. First, the manufac- 
turer hopes to get it on the market 
before any competitor gets an 
idea of its workings; and second, 
it is feared that a premature an- 
nouncement would not fully ex- 
plain the product, prejudicing 
prospective purchasers against it. 

The new unit, reports say, is a 
36” high cabinet housing an agi- 
tator for powering the separate, 
lightweight receptacles for dish 
washing and clothes washing. The 
receptacles lift out easily. 


The mixing machine powered 
by the agitator will be able to 
churn butter, make ice cream, etc. 
The fourth item, the vegetable 
parer, potato peeler, etc., an at- 
tachment with probably many 
other uses, is also powered by the 
agitator. 

Earle Ludgin & Co., 
handles the account. 


Chicago, 


Hapke Joins Oil Group 

Al Hapke Jr., formerly market 
research manager of Republic Avi- 
ation Corporation, Farmingdale, 
N. Y., and prior to that, advertis- 
ing manager of Bell Aircraft Cor- 
poration, Buffalo, has joined the 
American Petroleum Industries 
Committee of the American Pe- 
troleum Institute, New York, as 
head of the newly-created aviation 
section. 


Jacobs Appoints: Koons 


F. L. Jacobs Company, Detroit, 
has appointed Charles A. Koons & 
Co., New York, as export repre- 
sentative. The Koons company 
will distribute the Launderall, au- 
tomatic washing machine, made 


| by Jacobs, 


Climax to Invade 


Farm Market with 
New Type of Plow 


Clinton, Ia., June 12.—With a 
new type of plow, trademarked 
Till-Master, Climax Engineering 
Company is ready to break into 
the farm implement market. Ini- 
tial trade announcements, four- 
page inserts, have been prepared 
for implement dealer publications. 

Full-page consumer ads will ap- 
pear in July, with a _ two-color 
page in Farm Journal & Farmer’s 
Wife, and additional space in na- 
tional farm papers is being sought. 


Once Made Engine 


The new implement is described 
in the ads as a saver of “your 
time, money and topsoil.” 
Illustrations are in duo-tone, with 
soil benefits derived from the use 
of the implement shown diagram- 
matically. 

The Till-Master is not the first 
farm product the company has 
brought out, since it once manu- 
factured a tractor engine which 


-make us prove if / 


Just write for your FREE copy of "Post-War Los Angeles,’ or call 


a Hearst Advertising Service man. Either will prove it with tough, 


hard, unbiased facts. 


Address Business Research Division, Los 


Angeles Examiner, Los Angeles 54, California. 


SUNDAY 
CURCULATION | 


750,000 


REPRESENTED NATIO 


Ses 


NALLY BY HEARST 


ADVERTISING SERVICE 


|it abandoned in favor of larger 
size, heavy-duty industrial en- 
gines. 

The company’s agency, Stanley 
Pflaum & Associates, Chicago, says 
that Climax will supplement the 
Till-Master with additional farm 
products, including water systems 
and generating sets, all of which 
will be vigorously promoted. 


Campaign Seeks 
60,000 Nurses 


New York, June 14.—The U. S. 
Public Health Service is seeking 
the support of advertisers in a re- 
newed campaign to recruit 60,000 
new student nurses for the Cadet 
Nurse Corps. Recruiting mats for 
local sponsorship are being re- 
leased and a campaign guide will 
be distributed soon to national ad- 
vertisers and agencies. 

Material was prepared by J. 
Walter Thompson Company, vol- 
unteer agency, through the War 
Advertising Council, in coopera- 
tion with OWI and the Public 
Health Service. 

The campaign will emphasize 
that the Cadet Nurse Corps, with a 
membership of 112,000, is the larg- 
est of the women’s uniformed serv- 
ices, and that 60,000 student 
nurses are needed to meet military 
and mounting civilian demands. 

Copy also will stress the bene- 
fits of the nurse education scholar- 
ships provided by the corps pro- 
gram and the fact that cadet 
nurses enrolled 90 days before the 
end of the war with Japan may 
complete their studies under the 
program. 


ATF Names Rudolph 


Ned Rudolph, with American 
Type Founders Sales Corporation 
since 1938, has been appointed 
manager of the St. Louis branch, 
succeeding E. A. Tracy, who be- 
comes special representative in the 
Midwest. 


Howard Forms Agency 

J. T. Howard, former member 
of the advertising staff of the 
Times, Raleigh, N. C., has formed 
his own agency at 118% W. Mar- 


tin St., Raleigh. 


aay | 
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Product Selling 
Copy Increases, 
Analysis Shows 


New York, June 13.—A definitg 
trend toward product selling cop 
in business and industrial adver. 
tising was set forth this wee: ; 
an analysis of copy and illustra 
tion appeal by the Wall Siree 
Journal. 

While war and postwar cop 
have decreased from 29% in Apri 
1944, to 11% in April of this year 
69.8% of the advertisements listed 
in the publication’s latest com 
posite edition of business and in 
dustrial advertising were devoted 
to selling product or service, com 
pared with 50.3% in April, 1944 
The figures are based on 209 ad 
vertisers in April, 1945, compared 
with 141 advertisers a year ago 
and the newcomers definitely arg 
using product selling appeals. 

Institutional copy has remained 
almost unchanged, accounting foy 
19.1% of the advertisements ; 
April, 1944, and 18.6% last April 

Illustration appeals keyed to tha 
war have declined during the 
period from 24.1% to only 11.1% 
while products and their use ha 
soared from 25.8% to 44.7%. Gen 
eral illustrations now account fo 
30% of the appeals, about thd 
same as a year ago, while postwar 
manufacturing processes an 
Army-Navy “E” appeals all havd 
declined from April, 1944, levels 

Advertisements of  individua 
companies in April issues are re 
produced in the composite editior 
which, formerly produced on 
monthly basis, now is being issuec 
twice a year. 


Names Arkansas Dailies 


The Press, Paragould, Ark., ha: 
named Arkansas Dailies, Inc 
Memphis, as national representa 
tive. 


To Williams & Saylor 


Arabol Mfg. Company, Nev 
York, maker of industrial ad 


hesives, has appointed Williams & 


Saylor, New York, to handle it 
account. Executive and busines 
papers will be used. 
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Sales Execs Ask 
Full-Scale Census 
of Distribution 


(Continued from Page 1) 
put through samples now. Here 
is where governmental economy 
based on delay will result ulti- 
mately in costing the nation mil- 
lions of jobs and billions of in- 
c me.” 

Yesterday’s meeting was given 
over to committee reports and 
election of officers, and sessions 
today were devoted principally to 
exchange of information among 
clubs on their problems and pro- 
grams. The Kansas City club was 
declared winner of Sales Manage- 
ment’s annual award for the club 
making the greatest contribution 
to selling during the past year. 


Plan Creed of Standards 


The committee on employment 
standards revealed yesterday that 
it is preparing a questionnaire, to 
be filled out by members of the 
clubs in August or September, 
calling for definitions of “sales- 
man,” for information on methods 
of paying salesmen and allowing 
expenses, for comment on methods 
of promoting and grading sales- 
men and the like. 

The committee will report to the 
federation’s executive staff in No- 
vember on the results of the sur- 
vey, which will be the basis for the 
committee’s effort at ‘evolving a 
creed of minimum standards which 
might be universally accepted by 
all employers of salesmen.” 

Following a report that 65 affili- 
ated sales executives clubs with a 
total of about 8,500 members have 
been formed, and that 10 more are | 
being organized at present, the ex- | 
tension committee urged that all | 
member clubs make an immediate | 
effort to organize additional clubs | 
in other cities. The urgency for | 
such organization is caused, it was | 
said, by the need to combat at- | 
tempts to unionize salesmen. 


Study Scholastic Standards | 


“Regimentation of any group as | 
individualistic as salesmen could | 
result only in destruction of | 
morale, divided loyalty, lack of ini- | 
tiative and incompetent leader- | 
ship,” the committee said. The | 
effort to form clubs of sales execu- 
tives will precede a drive to pro- | 
mote organization of clubs of sales- | 
men. 

The education committee re-| 
ported that, of 692 colleges in the | 
nation, 475 offer courses in basic | 
principles of marketing; 400 offer 
courses in advertising; 300 give} 
salesmanship courses; 150 give| 
sales management courses, and 125 | 
colleges provide courses in retail | 


RALPH VARNUM 
Newly Appointed 


DIRECTOR OF 
RESEARCH AND 
PROMOTION 
WICHITA 
EAGLE 


-A new Wichita Eagle “customer 
service” is the experience of Mr, 
Varnum ,.. retail selling, spe- 
cialty selling, campaign planning 
as an agency executive, mer- 
chandising follow-thru as a 
media executive, years of sales 
research, 


The judgment resulting from this 
practical experience is available 
to advertisers who wish to ap- 
praise the Wichita Market. And 
this judgment is guided by the 
basic Eagle policy of fostering 
Sound advertising procedure. 


store management training. 

Discussion at yesterday’s ses- 
sions was devoted principally to 
the clubs’ efforts to promote “‘Sell- 
ing as a Career’—the federation 
having last year made this its ma- 
jor aim for the year, particularly as 
it ties in with retraining of vet- 
erans. Establishment of sales train- 
ing courses in colleges, in veterans’ 
rehabilitation centers and the like 
was discussed. 


Promote Selling as Career 


Among these efforts to attract 
veterans to selling careers is the 
publication by the Sales Managers 
Club of Hartford, Conn., of the 
booklet, ‘‘An Invitation to Become 
a Leading Businessman.” The book- 
let includes statistical information 
showing compensation received by 
salesmen, a check list showing the 
variety of salesman’s jobs in the 
field and other information. 

The Chicago Sales Executives 
Club reported it has set up a vet- 
erans’ sales job council through 
which veterans and club members 
meet weekly to discuss opportuni- 
ties in selling. Veterans are sent 
to the council for instruction after 
being screened for aptitude by 


government agencies and the 


armed services. 
Officers Named 


The federation reelected its 
president, George S. Jones Jr., 
vice-president of Servel, Inc., 


Evansville, Ind. The constitution 
and by-laws were revised to pro- 
vide for election of two vice-pres- 
idents (instead of the previous 
four) and for their advancement 
to the office of president. 

A. T. Danielson, vice-president, 
Barker Brothers, Los Angeles, was 
elected ist vice-president, and 
Gene Flack, director of advertising 
and trade relations counsel, Loose- 
Wiles Biscuit Company, New York, 
was made 2nd vice-president. 

R. C. Dickinson, vice-president, 
ice cream division, the Borden 
Company, Chicago, was reelected 
treasurer. 


Joins Tom Fizdale 


Wilma Freeman, promotion 
manager of United Artists Cor- 
poration for the past three years, 
is resigning June 22 to join Tom 
Fizdale, Inc., New York, as an ex- 
ecutive in charge of exploitation 
and promotion departments. 


Walker Sponsors 
‘Beat Japan’ Ads 


(Picture on Page 1) 

New York, June 15.—The first 
national sponsorship of the “Beat 
Japan” campaign, now the most 
important campaign on the War 
Advertising Council docket, will 
break next week when Hiram 
Walker & Sons launches a series 
of 1,000-line ads in more than 100 
dailies. 

Each ad in the series, prepared 
and placed by Sherman K. Ellis & 
Co., features a statement by top- 
ranking military authorities on the 
importance of continued concen- 
tration on the Pacific war. Hiram 
Walker spent about $700,000 on a 
V-Mail campaign last year, and 
Carleton Healy, vice - president, 
says he is convinced that “the ad- 
vertising method can help explain 
the job in the Pacific and thus en- 
courage continued home front sup- 
port of our fighting men.” 

While the forthcoming series 
represents the first national use of 
the theme, developed by the War 
Ad Council, Army, Navy and 
Treasury, in cooperation with 
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OWI, considerable local support 
has already been achieved. In the 
first two weeks after full-page 
newspaper mats on the campaign 
were offered, 900 were ordered for 
local sponsorship. 


Boettigers Quit Hearst 

Lt. Col. John Boettiger an- 
nounced June 14 that he is resign- 
ing as publisher of the Seattle 
Post-Intelligencer because of ir- 
reconcilable differences existing 
between him and William Ran- 
dolph Hearst, owner of the news- 
paper. Charles L, Lindeman, act- 
ing publisher, reportedly will be- 
come publisher. 

His wife, the former Anna 
Roosevelt, daughter of the late 
President, is resigning as associate 
editor of the paper. 
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Lenathy Debate on 


facilities, or government guaran- 
tees of individual profits or mar- 
kets. 

What the bill does do, its advo- 


needed to strengthen free enter- 
prise and assure existence of em- 
ployment opportunities for all.” 


He described a proposed pro- 
gram for the Bureau of the Census, 
calling for strengthening of cur- 
rent reports on production, or- 
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scribed form, breaks for local of- 

ficials to urge bond purchases ip 

their communities. : 
Schwimmer & Scott, Chicago. js 


’ ’ cates say, is “establish machinery ; Wattnce Premises ae ders, shipments, inventories and |the agency. 
u mp oyment to coordinate action by the execu-| First to signify his position on|materials consumption, on a Campbell’s New Show 
tive and Congress in establishing |the bill was Commerce Secretary|monthly, quarterly and annual 
a national policy for full employ-| Henry Wallace, who in a letter to| basis. Campbell Soup Company, Can- 


Bill Starts Soon 


Wallace Supports 
Murray-Patman Plan 
of Government Aid 


Washington, June 13.—Looming 
large on the horizon of Washington 
business news in coming months 
is the lengthy discussion on what 


ment in a free competitive econ- 
omy.” 

According to the plan, the Presi- 
dent is aided by advisers from 


|private industry, labor and agri- 
culture, and research experts from 


government agencies, who fore- 
cast the probable rate of business 
activity. Then, from his knowl- 
edge of the size of national income 
necessary for maintaining full 
employment, the President recom- 
mends to Congress whatever spe- 
cial federal expenditures are 


Senator Wagner this week said 
that the statistical program of the 
Department of Commerce and Bu- 
reau of the Census, and the work 
of the Bureau of Standards and 
the Patent Office, would fit closely 
into the program. 

As Mr. Wallace sees it, the busi- 
ness man is just as helpless as the 
worker or farmer once he is caught 
in a deflationary spiral, so the 
problem is to keep the inflationary 
spiral from getting under way. He 
thinks his department can lend a 


Other Reports Expanded 


He mentioned expanded current 
reports on sales and inventories 
in the retail and wholesale trades 
and service trades and on con- 
struction, as well as current re- 
ports on population shifts to meas- 
ure shifts of consumer markets 
and changes in their characteris- 
tics. 

Mr. Wallace said a committee 
headed by Economic Stabilizer 
William H. Davis is working on a 


den, N. J., through Ward Wheelock 
Company, Philadelphia, has signed 
the Masquers Club, theatrica] 
group, to a five-year contract at 
an unrevealed amount. The group 
is to appear on a weekly broadcast 
called “At Your Service,” starting 
in September. Neither network 
nor time has yet been announced, 

During the past two years, Mas- 
quers has devoted its talent ex- 
clusively to entertaining the armed 
forces overseas. The new Camp- 
bell show will incorporate the best 


is needed to assure “full employ- needed to keep the economic sys- | hand, both in assisting government | new patent program “to raise and| features of such Army shows as fhitical 
ment,” scheduled to break shortly tem at the desired level. in estimating current business|clarify standards of patentability, | “Mail Call” and “Command Per- fears, | 
when the Senate banking and cur- % trends, and in providing business|reduce patent litigation and help | formance.” nd thi 
rency committee, currently finish- Hearings Start Soon men with information which will|to prevent restrictive and monopo- Lumbermens Drops Close e rem 
ing its hearings on the Bretton! earings on the bill, according|enable them to operate more ef-|listic abuses while encouraging vente 
Woods agreement, takes up the|tg Sen. Robert Wagner, chairman | fectively. real advances.” He said the Bu-| Lumbermens Mutual Casualty @ swec 
Murray-Patman “full employment” | of the banking and currency com- or ; reau of Standards would be “en-|Company, Chicago, is dropping fhe ke; 
bill. mittee, are to get under way Asks ‘Realistic Appraisal’ larged and publicized” to assist|sponsorship after the July 1 Maper 
Destined for thorough and de-|;hortly, with the committee Noting that “full employment |>usiness men by technological and | broadcast of news commentaries May. ' 


tailed consideration, the bill orders 
the President to submit an annual 
estimate to Congress of the prob- 
able rate of business activity for 
the forthcoming year, with recom- 
mendations for government action 


anxious to hear sponsors of the 
bill, veterans and servicemen, and 
sociologists between now and La- 
bor Day. Later, business, agri- 
culture and labor, and a host of 
other interests will be heard. 


opportunity can best be achieved 
and maintained in a free society if 
administrative and legislative 
branches base their policies on a 
realistic appraisal of the economic 
situation,” Mr. Wallace reminded 


scientific research to help in “re- 
ducing costs and introducing new 
products so as to raise the stand- 
ard of living, make possible high 
wages and provide new opportuni- 
ties for investment.” 


by Upton Close, heard Sunday, 
5:30-5:45 p. m., CWT, on Mutual 
Broadcasting System. 

Mr. Close on his June 3 broad- 
cast announced the _ program's 
cancellation, adding that ‘“‘the com- 


e pri 
ight | 
me to 
repo: 
redu 
ing ck 


to assure the opportunity of work| Meanwhile, Rep. Wright Pat-|Senator Wagner that the Bureau ee pany recer — nas eee Rr bic 
for all. man, sponsor of the House version jof Foreign and Domestic Commerce Wal reen’'s 44th continuance of the nd MBS said ippin 
of the bill, will embark on a cam-|serves “as the nation’s bookkeeper, g both Lumbermens and MBS told Hy Sw 
Keeps Free Enterprise : : : : : é him of their “satisfaction” with Bpials 
paign to arouse national discus-| preparing the data on national in- b P d h taries geet 
According to sponsors of the/sion of the bill this summer, and|come, national product and ex- ear Promote t  emigaeeentrs ota Pe 
measure, it specifically does not|Senator Wagner is urging that na-| penditures, the balance of interna- - The cance Shich iar, 7 ane ye - Hr get 
permit government assignment of/|tional leaders in business and|tional payments and indebtedness, | ON National Scale pith so lg ste iene. wine Son oes 
production quotas to industry, gov-| other fields “consult and confer on|and the supporting factual infor- ; WA. ah se? Pen Com any did owe 
ernment operation of productive|the basic policies and programs! mation.” Chicago, June 14.—When Wal- | W. A. a PA hice i Assu 
green Company celebrates its 44th | not renew its contract with him @ 
anniversary during the week of | 0? NBC (AA, Nov. 20, 27). At ) shut 
June 17-22, the whole nation wil] | that time, the commentator pub- deo 
' know about it, via a radio promo- | !li¢ly proclaimed that NBC would ossibl 
olossus comes to market “2°22 on Sf 
; pany $1,000 a minute in time and| Work because of pressure from iat 
; talent. radical and communistic groups,’ menor 
; Entitled, the “Walgreen Birthday |@ Statement which NBC denied, pul} 
P Party,” 145 spot stations covering | Saying the decision was a “matter # .° 
; — the country will air the specially |Of network operations inpeieranad ulp d 
Lia —— transcribed, full hour program/|to offer the ge . pees Is out 
HARD, cold—and not unwelcome— _ Ae : which features Bing Crosby, | presentation of t Ag B moet me ( 
fact that business men are rapidly 7 : Paulette Goddard, the Andrews a ee ay a ead — he on 
coming to appreciate is that one of their : Peta —< = ¢o~‘~™ nm saoetoaee A —— bef ime. 
best post-war prospects is the American evens, hocnester, on 11son | Thos 
p Hee, i aati and Carl Hoff and his orchestra. | Nelson, Noyes to Head ituatic 
, More than 40,000 formal invita- . rd ¢ 
Figures are sometimes dull. But here are tions have been sent by Walgreen Independent Film Group educti 
figures that inspire . .. for they are to its stockholders, landlords, doc- Donald M. Nelson, former chair- sed 
figures that can mean the continuance tor customers and distributors; the | man of the War Production Board JButhor 
of prosperity in America after the war. show has been heralded by numer- | and special emissary to China, will t! 
; ous spot announcements, and win-| become president of the Society of a 
Farm income in 1944 is estimated at dow banners, interior set-ups, mir- | Independent Motion Picture Pro- pply 
27.9 billion dollars, an all-time record for ror banners and pop-ups have! ducers on June 29. The society is ictic 
any occupational group. Farmers’ sav- been distributed to Walgreen stores | made up of 25 smaller motion pic- ; 
ings are over 10/2 billions, and to that throughout the country preceding |ture studios. Mr. Nelson’s salary Sub 
sum add the value of farmers’ War Bonds, the event. QR . reportedly will be $50,000 a year. Info 
life insurance, and liquid securities. In The show, originally built before David M. Noyes, for many years Brease 
the post-war period farmers will unleash a studio audience with live talent | a vice-president of Lord & Thomas, Hy of 
tk iin en: aiitiaie Chile emeshone, in Hollywood to aid the 7th War|and Mr. Nelson’s assistant with Bisping 
ae eee ee eran -<. sp Loan drive, at which time it raised| WPB, has been appointed vice- istry 
needs . . . buying heavily the things which $2,500,000 in bonds, has, in tran-| president of the society. mtb 
are not now available. eee ‘. 
‘ Can any advertiser ignore the farmer— ewsp 
or his favorite magazine—in post-war hittin: 
| o Be MERCHANDISING DISPLAYS “y 
. ‘ 1roug 
: Because paper is a tool of war, space is with Beauty, Function and Force rtio1 
ri mighty tight in the Gent today. Despite At t 
this condition, C. G. has provided—all ‘omi 
through the war years—more editorial ) 
matter for its readers, more advertising 3 
space for its advertisers, than any other e Ws d 
farm magazine. "7 : 
a However, Country Gentleman’s first obli- ro 
1 gation is to its readers—to deliver to them 7] Bip 
if the quality and variety of information Tease 
ce upon which they have come to depend. _ 3 
, Such service has made Country Gentle- aa 
man the No. lL magazine in winning the be ' 
confidence of America’s top half farm ith | 
families. \] 
What business can ignore 
’ 
the farmer’s strength? | 
Enrich your merchandising efforts with the greater vitality that springs 
from 3 dimensional displays. Planning, designing and fabricating 
point-of-purchase displays is Display Guild's specialty. Our study-to 
ideo-to construction service includes metal merchandisers; stands, 
cabinets and dispensers in a wide variety of materials; also dioramas, 
interiors, business exhibits, etc. Display Guild will be glad to aid in 
developing your post-war displays now. 


| Designers and Fabricators of Metal, Plastic and Wood Displays tor Counter, Window and Floor + Business Exh!s 
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ewsprint ‘Bonus, 
Swedish Pulp Deal 
ase Paper Ills 


(Continued from Page 1) 
ions would make it necessary to 
raw on supplies of virgin pulp. 


Depends on Salvage 


Assuming that the salvage and 
ood-cutting programs are carried 
ut according to schedule, how- 
ver, there is no doubt that the 
yk paper and pulp shortage, 
yhich has represented such a 
ritical situation for the past three 
ears, would be practically licked, 
nd that restrictions could rapidly 
e removed on end use as well as 
ventories. 

Sweden’s pulp supply has been 
e key to the early easing of the 
aper situation ever since V-E 
ay. Then it was explained that 
e price situation, plus shipping, 
ight hold up shipments for some 
me to come. The price element 
reported to have been solved by 
reduction of the overseas ship- 
ing charge to $8 a ton—the earl- 
1 6©bid was $12—and adequate 
jipping facilities will be supplied 
y Sweden, whose maritime of- 
cials are said to have allocated 
6 vessels to be used exclusively 
or getting pulp to American ports. 


Swedish Situation Important 


Assuming that this service starts 
tonce, and that the ships are able 
) shuttle back and forth at maxi- 
hum speed, it would be entirely 
ossible to add several hundred 
njousand tons a month to the 
vailable supply. Sweden has an| 
nnual capacity of 1,250,000 tons 
f pulp, but is reported to have 
ult a very large stock pile of 
ulp during the war years, when | 
fs output was not consumed at| 
ome or in German-held territory, | 
he only market available at that | 
ime. | 


Those closest to the magazine 
ituation expect that early in the 
hird quarter a cut in the current | 
eduction of 25% of consumption, 
ased on 1942 tonnage, will be 
uthorized, amounting to possibly | 

thus making the reduction | 
0%, and that as soon as the pulp | 
upply gets back to normal all re- | 
trictions will be removed. | 


Substantial Newsprint Easing | 
Informed of the newsprint in- | 
rease by J. Hale Steinman, direc- | 
r of the WPB printing and pub- 
shing divison, the newspaper in- | 
ustry advisory committee this | 
eek recommended a “one notch” | 
elaxation of the sliding scale of 
ewsprint consumption cuts, per- 
hitting large publishers who have 


hade the bulk of the saving 
hroughout the war to benefit pro- 
rtionately. 


At the same time, the committee 
ecommended that deferred orders | 
fe irozen through the third quar- 
so that the additional paper | 
d not be diverted into in- 
ry. 
The present increase’ results 
ro stepping up of Canadian 
nents, and an anticipated de- 
rease in government claims, it} 
as explained. 
> third quarter paper bonus | 
sents only about a 4.5% in- 
rease in total supplies, compared 
a present cut of nearly 27% 
eC) prewar use. In all, 884,000 
ff newsprint will be avail- 
n the third quarter, 660,000 
of it from Canada, 184,000 
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SLISHING CORP 
AVENUE, NEW YORK 17,6. 
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tons from U. S. mills, and 40,000 
tons from Newfoundland. 

Under present rules, large news- 
papers make the bulk of the sav- 
ings because of a sliding scale 
requiring 4% off of usage above 
25 tons but below 125; 8% between 
125 and 250 tons; 12% from 250 
to 500; 20% between 500 and 1,000, 
and 24% above 1,000 tons. 

The new sliding scale would 
permit all publishers to benefit 
from the increased supply. The 
cut between 25 and 125 tons would 
be reduced from 4% to 3%; be- 
tween 125 and 250, from 8% to 
6%; 250 to 500, from 12% to 9%; 
500 to 1,000 from 20% to 15%, and 
above 1,000 from 24% to 18%. 


Beck Leaves Dodge 
Dan Beck, for the past 14 years 
with the sales department of 


Dodge division of the Chrysler 
Corporation, handling advertising 
and sales promotion, has opened 
Detroit offices to operate his own 
business, Executive Selection and 
Training Institute. His organiza- 
tion will test and interview ap- 
plicants for adaptibility to execu- 
tive positions. 


Reemployment 


Service Flag Is 
Widely Adopted 


(Picture on Page 67) 


Philadelphia, June 12.—Wide- 
spread adoption of a reemploy- 
ment service flag by individual 
employers appeared likely this 
week following its creation by the 
Philadelphia Evening Bulletin and 
official approval of the banner by 
Maj. Gen. J. A. Ulio, Adjptant 
General. 

The Bulletin’s own flag, hoisted 
during appropriate ceremonies 
May 23, shows the gold star and 
the numeral six, representing em- 
ployes killed in action; a blue star 
and the number representing 396 
men and women employes who en- 
tered the armed forces; and, low- 
est on the white field, a reproduc- 
tion of the World War II honor- 
able discharge button now worn 
by 28 returned Bulletin employes. 

Officials of the War Manpower 
Commission, Veterans Administra- 
tion, Selective Service and Com- 


mittee for Economic Development 
commended the Philadelphia news- 
paper for originating the reem- 
ployment service flag, which is 
one means of dramatizing effec- 
tively the extent to which employ- 


ers are meeting their responsi- 
bilities to honorably discharged 
veterans. 


The Bell Telephone System of- 
fices here have already unfurled 
a similar employment banner. 
Other Philadelphia concerns which 
have placed orders for the flags 
include Penn Mutual Life Insur- 
ance Company, Philadelphia Tran- 
sit Company, Westinghouse, Sun 
Shipbuilding & Drydock Company, 
Baldwin Locomotive, Benjamin 
Franklin Hotel, RCA, Campbell 
Soup Company, Horn & Hardart, 
Sun Oil Company, etc. Firms 
operating in many different fields 
are expected to adopt the idea in 
other cities. 


Represents ‘New World’ 
R. W. Matthews, with the 


Toronto office of New World for | 
the past year, will represent the | 


magazine in Montreal with offices | 


at 344 Dominion Square building. 
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Salt Leaves America 
for BBC Post Abroad 


John Salt, North American di- 
rector for the British Broadcast- 
ing Company, with headquarters 
in New York, is returning to Eng- 
land to become program director 
in the north of England. A senior 
member of the BBC has been 
named to succeed him, but his 
name cannot be revea'’ed until his 
release from the British Royal 
Navy. 

With the BBC in various execu- 
tive positions and in this country 
since May, 1944, Mr. Salt will 
concentrate on rebuilding BBC’s 
home service, from which trans- 
mitters were taken for overseas 
and European use during the war 
years. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
1928 


LOS ANGELES 
GARFIELD BLDG. 


SINCE 


SAN FRANCISCO 
RUSS BLDG. 


Baltimore’s Big Home Town Station 
On June 15th * A Member of 


The American Broadeasting Company 
Lhe Blue Network 


WATIOWAL REPRESENTATIVE — JOHN BLAIR & CO. = 
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Radio Costs More — 
and Produces Less, 
Newspapers Claim 


(Continued from Page 1) 
ice, before the Media Men’s As- 
sociation of New York, composed 
of advertising agency media ex- 
ecutives. 


Sales Increases Shown 


Of 59 largest national advertis- 
ers using both media in this period, 
the study showed, 14 who spent 
35% or less of their combined 
daily newspaper-network budget 
in newspapers had a median sales 
gain of 8%. Fourteen who spent 
from 35% to 65% of the combined 
figure in newspapers had sales 
gains of 10%, and 31 who placed 
more than 65% of it in newspapers 
had a median sales increase of 
22%. 

From a list of 100 leading ad- 
vertisers in that period, the asso- 
ciation eliminated 19 for whom 
sales figures were not available; 
11 which were “heavily indus- 
trial”; 7 liquor advertisers who 
cannot buy network time, two— 


000,000 
in 1940, stepped up newspaper ex- 
penditures from $5,000,000 to $12,- 
000,000 in this period, while its 
network radio time expenditure— 
considerably smaller than _ the 
amount spent in newspapers—was 
unchanged. 

On the other hand, Procter & 
Gamble Company, which increased 
network expenditures from $6,000,- 
000 to $11,000,000, and newspapers 
only from $2,400,000 to $2,700,- 
000, had a sales decline from 
$209,000,000 to $205,000,000. 


Ford Boosts Volume 


General Foods, which stepped 
up network expenditures sharply, 
had only a slight sales increase, 
while Ford Motor, increasing 
newspaper expenditures, boosted 
its sales volume. 

The 1938-1940 base was taken 
as the most recent period of “nor- 
mal” advertising and sales condi- 
tions for consumer goods, before 
the war interfered with ratios, 
it was explained. Figures on daily 
newspapers prior to 1938 were not 
used because the Bureau of Ad- 
vertising, ANPA, changed its 
method of reckoning expenditures 
in that year. 


= 


Moloney Introduces Study 


The first part of the study com- 
pared the audience received by 


Scott Paper and Best Foods— 
which spent predominantly in 
magazines, and two—Sterling Drug 
and American Home Products— | 
which spent predominantly on the 
networks. 


Costs Are Charted 


Daily newspaper and national 
network expenditure curves and 
sales curves for each of the re- 
maining 59 were charted on sepa- 
rate sheets. Fifteen of these 59 
sheets were shown by Mr. Gedi- 
man at the meeting, and the others 
made available for study. 

General Motors, for example, 
which increased sales from $1,066,- 


each of the four major networks, 
and the median audience of all 
half-hour evening programs, with 
that of 266 daily newspapers pub- 
lished in 251 cities of 25,000 or 
more population. The presenta- 
|tion was introduced by Herbert 
|W. Moloney, Paul Block & Asso- 
|ciates, president of the American 
| Association of Newspaper Repre- 
| sentatives, who emphasized that 
ithe “arguments” based on the 
_ study were “developed from the 
|conservative angle” but are still 
definitely “competitive.” 

The study showed that 93% of 
United States population is in 
these 251 cities and their retail 


in 1938 to $1,794,000,000,trading areas. 


Of the 23,000,000 
total circulation of these news- 
papers, more than 3,000,000 is be- 
yond their trading areas. Circu- 
lation of daily newspapers pub- 
lished in five California cities of 
100,000 and more population, it 
was shown, extends fairly heavily 
into 67 of the 69 communities in 
that state which have 2,500 and 
more population. The Omaha 
World-Herald was reported to 
have average coverage throughout 
Nebraska, beyond its city and 
suburban zones, of 24.9%. 


Stresses ‘National Strength’ 


Such facts, the study said, em- 
phasize “the national strength of 
daily mewspapers.”’ In addition, 
newspapers help advertisers to be 
“at the right place at the right 
time with the right amount of 
ammunition and equipment. . . 

“Network advertisers may or 
may not reach a satisfactory num- 
ber of people in these markets. 
A reasonably typical pattern on 
one network program” gave a 
Hooperating range from 13.9 in 
Pittsburgh to 2.5 in Chicago, 
with a median for the 87 largest 
cities of 7.9. “In a remarkable 
number of cases, New York, Chi- 
cago and Philadelphia are usually 
near the bottom of the list.” 


Seasonal Changes Shown 


Seasonal variations for evening 
network programs were shown to 
range from 10.2 from September 
to May to 6.5 from June to August. 
On the other hand, the first 78 
studies in the Continuing Study 
of Newspaper Reading, conducted 
by the Advertising Research Foun- 
dation, indicate a winter to sum- 
mer readership variation of only 
about 15%. 

Through the year, the average 
half-hour evening program, the 
study points out, has a national 
rating of 8.6, as against average 
readership of any national ad of 
10% and of national ads of 500 to 
800 lines of 16%. 
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OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


_ ANOTHER of WTAG’s © 
Services to Central | 
_ New England _ 


ment does the rest. 


Worcester’s 


Mayor 
starred with these words. “! think that this is a really 
remarkable achievement because of the unique char- 
acter of this employment service. it is to my knowledge 
the only service in the country that places veterans in 
the particular type of work they want. . 
any work, but work suited to their training and inclina- 

* tion. | would like to commend WTAG, Prudence Clothes, 
the veterans agencies and the employers of Worcester 
and Worcester County. | wish thém continued success 
in this important work which reflects credit on them 
and on our community.” 


Over 150 Johnnies in 31 weeks have come marching 
home to Worcester to jobs of their own choosing. 
“Johnny Comes Marching Home” created by WTAG, 
sponsored by Prudence Clothes, with the cooperation 
of the Veterans’ Service Dept., the American Legion, 
Veterans’ of Foreign Wars and the United American 
Veterans, broadcasts the qualifications of four unnamed 
servicemen each week. Industry listens, writes or phones 
WTAG for interviews and the Veterans’ Service Depart- 


William A. Bennett guest 


- not just 


Creative force makes WTAG a BIG STATION in 


a BIG MARKET. 


National Sales 


WIAG Wy 


Representatives’ 


i” Orr 
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jas / 
WORCESTER 


580 KC 
5000 Watts 


The Pepsodent Bob Hope show, 
which led the CAB list of pro- 
grams from April, 1943, through 
March, 1944, had a median rating 
of 30.9, a projected audience in 
the United States of 8,666,900, and 
a cost per 1,000 homes of $3.57. 
Median figures on these top 15 
shows were 20.2 for rating, 5,- 
and $3.84 for cost per 1,000 homes. 
665,696 for U. S. homes reached, 

On the other hand, the Continu- 
ing Study found that a Johnson 
& Johnson campaign, which topped 
the 15 leaders in newspaper read- 
ing, was read by 66%. Projected 
to 102 larger newspapers in 87 
markets and to 266 newspapers 
in 251 markets, J&J’s costs per 
1,000 families were respectively 
$2.35 and $2.83. 

The median ‘“mil-look” cost of 
the top 15 in newspapers was 
found to be $3.06 for the 102 
papers and $3.69 for the 266 news- 
papers, as against a median ‘“mil- 
listen” cost of the 15 leading net- 
work programs of $3.84. 


Chicagoans Sued 
by New Yorkers 
in Paper Dispute 


Chicago, June 12.—Four suits 
asking for judgments aggregating 
more than $150,000 and based on 
alleged failure to deliver paper to 
be used in publishing magazines 
have been filed here in Cook 
county circuit court against Edwin 
Hamilton, Chicago attorney, and 
his associate, George Moorman. 

Frederick J. Buse, head of the 
Editorial Management Corpora- 
tion, New York, and two asso- 
ciates, Mildred J. Herbert and 
Mildred A. Munson, filed the suits. 
They state they gave some $15,000 
to Mr. Hamilton, and additional 
money to Mr. Moorman, in con- 
nection with the defendants’ prom- 
ise to provide paper for publish- 
ing Movie Play magazine, a 
confessions magazine, and some 
comic book publications. 

The suits assert that various ad- 
ditional amounts were lost as the 
result of preparing the publica- 
tions for printing and failure to 
gain expected profits. 

Mr. Hamilton told ApvEerTIsING 
AGE today that he supplied paper 
to Mr. Buse and that Mr. Buse 
had made some profit from one 
printing of Movie Play; that he 
had not received money from the 
|other two complainants, and that 
/he was unable to turn over addi- 
| tional paper because the War Pro- 
duction Board cut down his paper 
allotment. 

Mr. Hamilton operates the Rural 
Home Publishing Company, which 
fens years has published “Old Set- 
|tler Almanac” and various mail 
'order publications. 


Beeman Heads 
Chicago Post 


Otis Beeman, Wallace-Ferry- 
Hanly Company, was elected 
|commander of Chicago Post 170, 


jagency of that name. 

Kenneth Dennett, O’Mara & 
|Ormsbee, was elected first vice- 
|commander; Herbert Craig, Hearst 
| Advertising Service, second vice- 
|commander; Thomas Duggan, Paul 
Block & Associates, 


third vice- 
commander; Francis J. Crowell, 
'George A. McDevitt Company, 


|treasurer; D. D. Warner, Mason 


Warner Company, assistant treas- | 


j}urer; D. G. Schneider, Young & 
Rubicam, adjutant; and James D. 
Kysor, Foote, Cone & Belding, as- 
sistant adjutant. 

New directors are Paul A. 
Meyers, Associated Press; John V. 
Canepa, John B. Canepa Company; 


Walter H. Kniffen, H. W. Kastor 
& Sons Advertising Company; 
Robert R. Harkness, Street & 


Smith, and P. V. Elsberry, Scheerer 
& Co. 


Schenley Names Seidel 

K. H. Seidel, advertising man- 
ager of Three Feathers Distribu- 
tors, Inc., New York, subsidiary of 
Schenley Distillers Corporation, 
has been appointed assistant direc- 
tor of advertising of the corpora- 
tion’s domestic whiskies as well as 


its import and export divisions. 


American Legion, at the annual 
meeting June 11. He _ succeeds 
Salem N. Baskin, head of the | 
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Aeroprop Series 
Builds Postwar 
Airmindedness 


(Picture on Page 67) 
Dayton, O., June 14.—Em); loy 
ing four-color photogra)ph 
throughout for its illustrat on 
Aeroproducts division of Generg 
Motors Corporation is “selling” air 
mindedness in a current cam)aig 


lications. 

Company officials feel thai th 
postwar success of any manufac 
turer in the aircraft industry 
or accessories, will depend upo 
Hence, the campaign seeks to d 
its part in assuring prospectiy 
passengers that air travel of grea 
comfort, convenience and reliabi] 
ity will emerge after the war. 

Benefits of commercial flyin 
are emphasized, since the Aero 
prop propeller is engineered fo 
larger aircraft, but the company’ 
effort to sell airmindedness is ex 
pected to benefit the manufac 
turers of smaller planes as well. 


Prints Own Inserts 


Aeroproducts adopted four-colo 
photography not only because o 
its great attention value but be 
cause the planes themselves, an¢ 
many details associated with fly 
ing, are essentially colorful. Th 
company prints its own _ insert 
wherever possible for trade pub 
lications, effecting the best pos 
sible color control. Its media lis 
includes practically all publica 


those with large newsstand sale 
to flying fans, and Newsweek anq 
Time. 

Principal features of the Aero 
prop, lightness, strength and sim 
plicity, are mentioned in copy and 
are used in connection with 
secondary picture showing a 
Aeroprop installation on a moder 
war plane. Despite the fact tha 
manufacturing facilities were no 
completed until a few months be 
fore the war, the young Aeropro} 
organization has_ established 
pressive production records 
providing propellers for importan 
Army and Navy contracts. Thé 
part played by Aeroproducts em 
ployes in setting the records | 
set forth in a colorful booklet 
“Blades for Victory.” 

James Proud is advertising man 
ager of the division. Kirche! 
Lytle, Helton & Collett, Dayton 
is the agency in charge, with Ralf 
Kircher copywriter and account 
executive. 


A. E. Steele of D’Arcv 
Named Coca-Cola V. P. 


Alfred N. Steele, former vice 


|president of D’Arcy Advertisin: 
Company, New York, has bee! 
inamed vice-president of Coca 


Cola Company, with New Yor! 
loffices at 515 Madison Ave. H 
| will be responsible for the 
|dination of merchandising 
ities, including advertising, «alt 
|and sales promotion. 

The administrative functio 


actu! 


in news magazines and trade pub 


whether a manufacturer of planem‘S 


acceptance by the flying publid ' 


tions in the aircraft field, includinggm: 
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'Coca-Cola’s advertising and sales. 


divisions will continue unde, thé 
vice-presidents in charge, wh» alé 
Felix Coste, advertising; H 58 
Nicholson, bottled sales div =100, 
and Harold Sharp, fountain ales 
division. 


| Ross Joins Lansing 

Janet Ross, formerly with ‘\e\ 
York agencies, has joined the °' 
|of Lansing Associates, New 
|public and _ industrial rel: 
counsel, 
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y ’ K i . returned to America in 1937, re-, papers, Inc., died here today. He 
. w | : 
les L nder Hood Auto Joe ~ — Heads Carl Crow, China | visited China in 1938 and spent the | was a former vice-president of the 
John Budd Company e » _autumn of 1940 in South America. |News Leader Company. 
, hanges Expected | Fotiowing the death of syives- Authority, Dies _ | peers 
ibe P pod eh Rewatsli .~ mtg ot New York, Ju 11.—Carl Crow HARRY SWARTZ ‘N. J. Daily Strikebound 
osep . Kowalski, former vice- | w york, June 11.—Car OW, | ae imes, Bay d P= 
Ss jrom ar rreviews resident and secretary with head-|61, author, advertising man and New York, June 14.—Harry | Th runes, Bayonne, N. J. aftes 
p y ; ; : . noon daily, resumed publication 
(Picture on Page 67) quarters in Chicago, has been| newspaper man, died here Friday | Swartz, 69, an active member of the -inters retur 
37) , : : : : ‘the Advertising Club of New York |JUne 14 when 18 printers returned 
, etroit, June 13.—By unveiling |elected president of John Budd after a long illness. He was the | ne deen ee ne tne |to work after a one-day strike 
-Em) loyffl. "New 1946 model when it did|Company, newspaper representa-| author of such widely read books |0f which is he was a former treas- | 11+ 49° printers ined away 
Jraoh@ le ’ 5 illi -{urer, and retired president of R. | printers remained Sway 
Siete d Motor Company not only |tive firm. He will move to New|as “Four Hundred Million Cus tine & Co. Saw York newspaper |£fom work at the Jersey Journal 
Gene. mee the public its first pictures | York. | tomers,” “The Chinese Are Like | "ue ad “!€ 7 aie ‘in Jersey City for the third day in 
; eras the earl t b James A. Crouse, manager of | That” and “Master Kung. |press manufacturer, died at his) dis +2 é 7 
ling” aj-mpf the y postwar car, but also » ™ : : oe lh h J 9 aft ill .|a dispute over a new contract. 
€ im. Arst in th ‘le in_|the southwestern territory, has|_. Mr. Crow began earning his| ome here June ¢Y alter an lliness : 
ramp: yas first in the automobile in- ¢ ory, nha nt : ; - f eral ths They have been directed to return 
{gm try to indicate that earl d-| been named executive vice-presi- living asa» printer’s apprentice | 0! severat months, ‘ + It york by the WLB 
ade puppy early mo : Workin ; nter’s devil, | t0 work by the : 
pubil). will represent no radical de-|dent, but will continue in Dallas. | 2nd at 18 ee a weekly ° penal Mr res etectial tae poole — 
a i : James J. Cooper, in the Chicago| Paper. He so e paper and en-|™r. : . : . 
tha‘ th ; -— ober ie the last to e+ nae mae years, has oa tered the University of Missouri|business at an early age, later Cullinan Joins Agency 
manufactl’ , dded corroboration in this last | Named vice-president and head of in 1906, working his way through | joining Sprague Electric Company, John Cullinan has joined Stew- 
industry lespect was noted when Nash-|that office. Mrs. Cornelia Rey-|@S a printer, reporter and editor|which was absorbed by General | art, Hanford & Casler, Inc., at the 
of plane Pplvinater Corporation un-|nolds, New York, has been elected of the Columbia Missourian and | Electric Company. He rose to the agency’s Bloomington, Ill., office 
nd upo vrapped a week later. its own|secretary. Charles Cole will con-| 4S correspondent for a number of | presidency of the Hoe company in|to assist in servicing midwestern 
g publig nitial model. . tinue as sales manager of the east- out-of-town newspapers. 1926 and was also president of In- | accounts. 
ks ‘0 d@Current talk here is that other|ern territory and no changes in| In 1911 he became associate city | tertype Corporation, New York, 
osPecliv@ ompanies now will not lose much| sales personnel will be made. editor of the China Press in Shang- | manufacturer of type-setting ma- 
| of area ime putting their new cars—pic- hai. He came back to the United|chines. Later he became chairman 
‘ velista orially, that is—before consumers . States in 1914, returning to China|of the board of Intertype. Mr. | 
al fiyi fanufacturers questioned by Ap- Names George Martin in 1916. Swarts retired from’ the Hoe com-| 
ne Act MMERTISING AGE just after the Ford| Accurate Mfg. Company, maker| After the first world war, Mr. ape dies dhe 
ered fog oveak” were extremely cautious | of adhesive and rubber tapes, Gar- Crow founded and edited the ie 
ompanyq" their statements about their new | field, N. J., has appointed George Shanghai Evening Post. Later he|J. ST. GEORGE BRYAN | cea tS nis 
sss is exe’ Picture-releases. It appears|Homer Martin, Newark, N. J., to| became proprietor of an advertis-| Richmond, Va., June 14.—J. St.| | THE LETTER SHOP, Inc. 
manufac that, while they have not|direct advertising. Media will be|ing agency in Shanghai and pub-| George Bryan, 66, vice-president | 431 S. Dearborn St., Chicago 5, Illineis 
as wel] @porown this caution to the wind,| business papers and direct mail.| lished two small magazines. He|and director of Richmond News- | 
‘Home companies are talking about 
ts uch releases at an early date. 
our-cologa The announcements accompany- 
>cause omng pictures of both the new Ford 
but be™nd Nash stressed “under the 
lves. an@ood”’ improvements. Both com- 
with fiyffpanies assert that their 46 models, 
‘ful. Th@while basically the same in design 
n insert@gas their °42 cars, will embody 
ade pubgmore such improvements than did 
vest posggprewar annual model changes. ° bd e e e 
nedia lif Under quota restrictions, Ford | 
publicag™is expected to produce approxi- | 
includinggmately 40,000 cars by the end of | 
and sale™™the year. The Nash quota figure ———— 
week and@#was not divulged. | 
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copy and : 
é Detroit, June 13. — Packard 
Pg . Motor Car Company this week! Look what WBBM 
i released a midyear newspaper ad- 
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ig activiga's are other Chicago station can 
me, Sn way off. Results of a war- 
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CONSUMER MARKETS EDITION 
x 
BUSINESS PUBLICATIONS EDITION 


“That's a delicious, fluffy prune whip, Miss Parsnip, but don't 
you think you’re carrying WBBM showmanship a bit too fare” 


COLUMBIA OWNED 
50,000 WATTS « 780 kc 


Represented by Radio Sales, 
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FORTUNE 


JUNE. 1945 


-TRANS- 
" PORTATIO 


($71 


The war goods that soldiers will use for fighting in the Pacific are shown at dockside, in the dollar- 
volume proportion of their issue. In one year a single soldier requires $4,300 worth, split as shown above. 


ONE WAR TO GO 


—Page 117 


“The coming year will be one when American 
capitalism, besides supporting a war, will be 
concerned more with refurbishing its plant than 
with satisfying direct consumer needs. . . . Auto- 
mobiles, refrigerators, and washing machines 
take tooling, lathes, boring mills, and plants as 
well as manpower. The biggest expansion in 
the non-military sector of the economy will 
be in equipment and construction. The first 
may rise over 60 percent to $6,500,000,000 
in the coming year. The second may rise to 


$2,500,000,000.” 


In no single story yet published have the chal- 
lenging facts of the coming year been so suc- 
cinctly assembled as in Fortune’s lead story this 
month, “‘One War to Go”’—the story of industrial 
America fighting a war and preparing for peace. 
To Fortune’s editorial pages, Management turns 
each month to find the job ahead. And on 
FortTune’s advertising pages Management fins 
the tools to do it better. Anticipating the rise 
in equipment and construction, 57.15% of 
ForTuNeE’s advertising revenue in 1944 was in 
those categories. FORTUNE advertising, always 
well conceived, well executed, is also well timed. 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 85% 


of FORTUNE’s 175,000 subscribers are management men—and survey after survey shows that in FORTUNE the advertiser reaches management 


more certainly, more effectively, and more economically than in any other magazine. 
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CATALINA STYLE—A leading contender for the title of “leader” among 

U. S. manufacturers of swim suits is Catalina, Inc., Los Angeles. A series of 

full-color pages is appearing in 20 national magazines through Hillman-Shane- 
Breyer, Los Angeles. 


RECORDS SERVICE—The service flag 

indicating the number of reemployed 

veterans is slated for adoption by num- 
erous concerns. (Story on Page 63.) 


A NEW FORD AND NASH—The 1946 Ford (above), 40,000 of which the com- 

unes pany is expected to produce by the end of the year, will probably get into 

production within 60 to 90 days if materials are available. Lighter-weight, 

ts as roomier and more economical is the way Nash describes its new low-priced 

Nash "600," which will give 25 to 30 miles to the gallon. The new car is the 
first built by the company since January, 1942. (Story on Page 65.) 
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suc- 
this REALISTIC—A miniature street scene 
‘ in which all of the properties are made 
‘trial of Vinylite plastic, showing the many PUAA LEADERS—Discussing the award winners in the Public Utilities Ad- 
possible uses of the material, forms vertising Association's better copy contest, at the group's business meeting 
pace. the cover design for the current in Chicago June 5-6, are, left to right: E. N. Pope, ad director, Carolina 
- Bakelite Review, house magazine of Power & Light Co., new president; Robert Plowe, ad manager, Common- 
urns Bakelite Corp. Models and scene were wealth Edison Co., Chicago, chairman of the copy contest, and R. |. Sey- 
1 on designed, sculptured and photographed mour, manager, publicity department, Kansas City Power Power & Light Co., 
by Gene Friduss. retiring PUAA president. 
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“OR TOMORROW'S SKYWAYS—Importance of postwar aviation, and the 
Port General Motors’ propeller may be expected to play in it, are pointed 
in this page advertisement for General Motors’ Aeroproducts division, NATIONAL TREND?—Three national advertisers, Borden's, Oldsmobile and Hardware Mutuals, use strikingly similar head- 
yton. Kircher, Lytle, Helton & Collett, Dayton, is the agency. (Story on lines in current ads to indicate shocked surprise at overheard remarks. Stewart Weston, vice-president of Roche, Williams 
Page 64.) & Cleary, Chicago, wonders whether the coincidence shows a tendency toward our becoming a nation of eavesdroppers. 
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Look! An Artist 


SING a water-color brush to paint a dairy 

barn may be in keeping with artistic dig- 
nity, but it sure won’t make Mabel give any 
more milk. 


To accomplish results it’s much better sense to 
suit the tool to the job... regardless of per- 
sonal preference or artistic temperament. 


Smart business men know this. When they 
want to paint a rosy picture of their products 
in the minds of mié/lions through advertising, 
they use a big broad brush. That brush covers 
in one mighty stroke over 6,500,000 homes 
in the most prosperous industrial markets of 
America. It is Puck-The Comic Weekly. 


This publication does not rely on slick paper 
or its appeal. Its 20,000,000 readers do not 
peer at it through lofted lorgnettes. No, Puck 
is too close to their hearts for any such stand- 
offish attitude. They pore over Puck; they read 
it to the children. The whole family gets joy 
and entertainment, thrills and laughter, from 


its ‘‘all-star cast’’ of characters. 


There’s “Jiggs and Maggie,” ‘‘Blondie,” ‘““The 
Katzenjammer Kids,” “Skippy,” “Little King,” 
“Tillie the Toiler,’ ‘“‘Donald Duck,” “‘Toots 
and Casper,” “Snuffy Smith,” “Little Annie 
Rooney,’ ‘“The Phantom,” “Popeye,” “Prince 
Valiant,” “Jungle Jim,” “Flash Gordon,” 
‘Tippie” and others... all features that /asci- 


nate the American public. 


All surveys show that readership of advertise- 
ments in Puck is astoundingly high. Distrib- 
uted through 15 great Sunday newspapers from 
coast to coast, Puck packs a sales punch that 
can create huge postwar demands for your 
products and services. 


If you have a big sales job to do, Puck-The 
Comic Weekly can help you do it in a big way! 
No advertisement in Puck ever gets less than 
preferred position because only one advertise- 
ment is published on a page—in one-third, 
one-half or full-page size. Call or write Puck- 
The Comic Weekly, now. The addresses are: 
959 Eighth Avenue, New York 19, N.Y., or 
Hearst Building, Chicago 6, Il. 


She Advertisers 


Following are the names of 
the manufacturers whose 
advertising has appeared in 
Puck during the last year. The 
majority have run consistent 
schedules—year after year 


Armour & Company 

Baver & Black, Ltd. 

Bendix Aviation Corporation 
Walter J. Black, Inc. 
Bristol-Myers Company 
Campana Sales Co. 


Chesebrough Mfg. Co. Consolidated 


The Coca-Cola Company 
Colgate-Palmolive-Peet Company 
Corning Glass Works 

The Cudahy Packing Co. 
Derby Foods, Inc. 

Devoe & Raynolds Co., Inc. 
Doubleday, Doran & Co., Inc. 
Eversharp, Inc. 

F. W. Fitch Company 
General Electric Co. 

General Foods Corp. 
General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 
Geo. A. Hormel & Company 


International Cellucotton Products Co. 


The Andrew Jergens Company 
“The ‘Junket’ Folks’’ 


(Chr. Hansen’s Laboratory, Inc.) 


Kolynos Company 
Lambert Pharmacal Company 
Lamont, Corliss & Company 
Thomas Leeming & Co., Inc. 
Lever Brothers Company 
The Lionel Corporation 
Mars, Incorporated 
Maybelline Company 
The Mennen Company 
National Biscuit Co. 
National Carbon Co., Inc. 
Pepsi-Cola Company 
Pepsodent Division of 

Lever Brothers Co. 
Pillsbury Flour Mills Co. 
Procter & Gamble Co. 
The Quaker Oats Co. 
Ralston Purina Co. 
R. J. Reynolds Tobacco Co. 
Serutan Company 
W. A. Sheaffer Pen Co. 
Standard Brands, Inc. 
Twentieth Century Fox Film Corp. 
U. S. Army Recruiting Service 
Van Camp's, Inc. 
Wildroot Co., Inc. 
Wilson Chemical Co., Inc. 
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